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TO HELP YOU SELL 


the 
HUNT CLUB 


The smartest and most complete 
introductory, promotional and 
display material which has ever 


ushered in a Gorham Pattern. 

















O make your presentation of 

the “Hunt Club” effective 
and profitable to you, The 
Gorham Company has prepared 
sales magnets appropriately digni- 
fied, yet colorful and compelling. 
—-Window and counter displays 
which have the “feel” of the aris- 
tocratic tradition of the hunt ... in 
exquisite taste, subdued to bring out 
the essential beauty of the “Hunt Club” 
design. 
—Announcement booklets, de luxe 
catalogues, attractive price folders, 
which are brief . . . ultra smart... 
persuasive. 
—Exquisite gift boxes which introduce 
the new pattern to your community in 
a novel way. 





All these and many other attractive 
features will help you make the ‘Hunt 
Club” the biggest selling pattern of the 
season. 

And the “Hunt Club” itself—with 
its distinguished chest of lustrous black 
lacquer finish — enhances the atmos- 
phere of the jewelry store which carries 
it. This new design of authentic beauty 
fills the Sterling demands of the modern 
day. 


THE GORHAM COMPANY PROVIDENCE, RHODE ISLAND 
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The FREE 
Alvin Wall Mirror 


will make Silver Sales 
for you this Christmas 





TO CLOSE 
THAT SALE 


a Wall Mirror 
will appeal instantly to any 
young bride—for she, as any 
woman, will see its usefulness in 
her home. Size 21!/,” x 12!/2”. 
The Mirror is 14” x 10!/2”, sur- 
mounted by a dainty silhouette. 
A velvet pad comes with it 
blocked to display the silver. 


Wall Mirror and Pad given Free 
with 26, 29, 34 and 50 piece sets 


in any pattern of Silver Plate by 
Alvin. 







No. 304 
Mirror Tray 


FREE with: 
Retail Price 
26-piece set—Mirror Finish Blades $35.25 
Stainless Steel Blades 33.25 
29-piece set—Mirror Finish Blades 35.25 
Stainless Steel Blades 33.25 
34-piece set—Mirror Finish Blades 46.25 
Stainless Steel Blades 43.50 
50-piece set—Mirror Finish Blades 68.00 
Stainless Steel Blades 64.00 

Melody furnished in Mirror Finish Blades only. 
All sets packed ready for shipment. 
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Left to right: Melody, George Washington, 


Luxor, Louisiana, Dawn Send your order in now. 




















MELODY—Newest Pattern in Silver Plate 
by Alvin 


THE CORPORATION ihn ths 
AAV, PROVIDENCE, R.I. J CLSIMU 
STERLING and the finest quality of SILVERPLATE 
Made in the World’s Largest Sterling Silver Manufactory 
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The purpose of business is profits. 

The first purpose of a business paper is to hold your 
interest. If it doesn’t, no one will read it. 

The second purpose of the business paper is to concen- 
trate the attention of the busy man so that it can fulfill its 
purpose of helping him make a profit—for that’s the only 
reason why he reads it. 

The third function of a business paper is to be direct, 
authoritative and sincere—if it is to be worth reading 
at all. 

So here it is—the new JEWELERS’ CIRCULAR. 


, The relation 
of a business paper to an industry is unlike that of any 
other activity. Legally, it is a commercial enterprise. 
Actually, it is an institution of the industry. Each issue 
must qualify as a tool of trade, set to do a job—moving 
“Merchant-wanted” things into a jewelry store and then 
moving “Customer-wanted” things out—at a profit. 

When a business paper changes its typography and ac- 
celerates its pace, every subscriber and advertiser and the 
whole industrial community have a right to know what 
for! Change for change sake is not enough explanation. 

A change from a weekly to a monthly is a most signifi- 
cant step. Eastman of Kodak fame has developed a new 
mathematical cycle of months. We cannot defy conven- 
tion to that extent. We find that the mind of the merchant 
and practically every operation of his store are based on a 
monthly rule. He now gets the new Jewelers’ Circular 
in a monthly form that has both direction and directness. 
He knows our background of 62 years of jewelry experi- 
ence. He knows that the United Publishers Corporation 
is exclusively in the business-paper business and has a 
genuine knowledge of its one great field of effort—mer- 
chandise distribution. 


With all this 
background, custom, experience and habit, we lay the 
book before you and say: “Look at it as if you had 
never seen it before.” Then “look up at your own store 
as if you had never seen it before.” If they both have 
a common purpose, then put the two together. There is 
a co-partnership between your store and THE JEWELERS’ 
CrrcuLar; between yourself and the editors—all must 
serve—if the ultimate is to be—profits. 


if 








OUR COVER 


The Spirit of Harvest, captured by E. 
Longfellow, in four colors. Note if you 
will the cluster of gems on the hand of 
fashion—Paris’ latest jewel motif. 


* * * * * 


NEXT MONTH 


Men want but 

little jewelry here below—but want 
that little good. 
If jewelry doesn’t express a man’s per- 
sonality—it misses its purpose. We 
show how every man can call his jeweler 
a friend indeed. We bring an haber- 
dasher and a jeweler together to make 
more business for both. Prepare your- 
self to meet a selling idea with a profit 
handshake in our November issue. 


* *” * * * 


The greatest jewelry weeks 
of the year ahead—an editorial feature 
with new and modern methods of lead- 
ing the public down the “Buy-Way” to 
your store. “You are in the Egg Busi- 
ness, Mr. Jeweler,” is the intriguing 
title to an exceptional story on turn- 
over — Merchandising vigor in every 


line. 
* * * *& & 


How a big 
jewelry concern, established a half cen- 
tury ago, has always marched to the 
tempo of the times, developing its mer- 
chandising methods and sales psychol- 
ogy to meet the present day demands 
of its clientele. Because of these ad- 
vanced business practices today this 
house stands among the first in ‘a great 


city. 
* * * * + 


Once the rule 
was an eye for an eye—and a tooth for 


a tooth. Now the rule is an idea for 
an idea—and a truth for a truth. 
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Just before the big presses 8 thane howe 
editor gets his stone proofs. He has three 
/ BUSINESS ponte blue, one psn and one red. He 
OPINION checks every editorial page in blue for Busi- 
ness Opinion, in green for Buying Facts and 
BUYING in red for Sales Energy. If the book balances 
opinion one part, statement of fact three 
FACT parts and sales energy six parts, then it is a 
ee — and —_ pg — 
Bio ' You as a subscriber may check, double chec 
VVv care and triple check with one pencil and see for 
yourself if the new Jewelers’ Circular clicks 

as an energetic co-partner in your store. 
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New Impulses in 


ICWCLERS. CIRCULAR 


Stimulating Profitable Merchandising 


Change is imminent in goods, 
in selling and service. It was first made manifest in the outward 
symbols of American life. Significant indeed the statement by Mrs. 
Thomas A. Edison—‘“The home again becomes the centerpiece of 
social life’’ and Walter Damrosch attributes it “to the radio which 
gives all mankind the urge towards home.” 

This is the first major impulse which can be translated into 
silverware and articles of home adornment. 

The revolution in dress has brought about a change in manners. 
The youth of America has tired of sophistication. It is no longer 
fashionable to be cynical. And the girls are no longer ashamed 
to express sentiment—romance is the new thing. 

This major impulse can be brought right into the jewelry store and 
if a new slogan is needed, here it is—‘‘Jewelry Is Shared-Sentiment.” 
Think that over in the very depth of its meaning. 











The Dollar is tired for it has spent a wild time. It too has decided 2 S 
to go back to fundamentals. Its best value was once in jewelry— : 
maybe again. tt 


The allied jewelry industry has been tramping in the treadmill 
of tradition too long. Its merchandising cadence was out of step 
with the era that has just passed. It must now get into step with its 
new opportunity. In the past, its main job was the “buying of 
goods.” It was reasonably satisfied with possession of fixed-value 
merchandise and a low rate of turn-over. If it couldn’t sell an 
article, at least it thought it lost no money while the goods were 
in the safe. That theory of merchandising is gone forever. 


oe ‘i ih Eee 
i Taide cs i 
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* 

An opportunity for the jewelry 
industry lies ahead if it will make its selling plans before it completes 
its buying plans. 

The jewelry store is in business to sell wanted goods at a profit. 
Gone are the days when “shelf-conscious” goods appreciate or even 
hold their value. The time has come to think in terms of what 
will it bring this month and not in terms of—eventually the goods 
will sell. 

Throughout this book runs one theme alone—jewelry and allied 
articles move if sales energy is added. Ours then is the responsibility 
of collecting and introducing new ideas in merchandising practice— 
proving by test their usefulness so that jewelry merchants everywhere 
may speed up merchandising. You will find every page mentally 
alert in the direction of profits. 
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BENJAMIN D. SHREVE grew 
up in the jewelry business from behind the 
counter. Today, while he is head of Shreve, 
Crump & Low Co. whose annual sales run we'l 
over seven figures, he still retains the knowledge 
of how to properly do up a bundle. 

“l have always said that when | became the 
head, my office will always be open to my men. 
When they are ‘called on the carpet’ it will be 
to discuss OUR business.” That is the secret 
of having a store working as one “all co- 
operative cast.” 





“TAREE 
THINGS 












TOMORROW WE OPEN OUR NEW STORE 








We invite you to jom vs tomorrow in the 
opening of ovr new store tn locoted 9 
the center of the uptown shopping district 
ot the comer of Boylston ond Arlington 
Street, eccenible by moter, trolley or 
whwoy 

You will visit © store which, we ore told, 
is unique in Boston, both in its richness of 
oppomntment ond its architecture # hos 
been ou om to create o shop which com 
dines the maximum of shopping conven. 
jence with on otmosphere befitting our 
merchendive 

During the opening week we hove or 
ronged displays in ovr Dimond, Silver. 
wore ond Antique Deportments which, in 
themselves, will repay you for your visit 


rf 
Shi reve, Crump ée-Low Gn > 


POTISTON oF ARLINGTON STREET, BOSTON 
Jetagtere (ommeeweahe 9978 
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These Three 






































MERCHANDISE — ADVERTISING — SERVICE 


To catch the inspiration that this truly marvel- 
ous store furnishes to the entire jewelry trade, it is 
necessary to quote the captain of the ship, even to 
the temporary embarrassment of that kindly, keen 
thinker. A brief interview revealed the business 
philosophy of Benjamin D. Shreve. 

“There are just three things in business,’ coun- 
selled Mr. Shreve—‘‘Merchandise, Advertising and 
Service.” 
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“If an establishment has these three attributes, 
there is no such thing as poor business. Customers 
have a right to demand the very highest type of 
service we can possibly give. A bright, perfectly 
appointed store, intelligently manned, is a most 
important factor in service. That, sir, in a nut- 
shell, is the reason for our new store as you see it.” 


Story on page 145 
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Paris Forecasts 
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Attending every important Paris 
opening, as guest of the leading 
couturiers, Madame Jeffries as 
“Official Observer” for THE JEW- 
ELERS’ CIRCULAR in the ‘“‘Capi- 
tal of Styledom,” interprets the 
relation of jewelry to the new 
modes of the moment. 


The Period of design, intriguing 
colors and the new lines are ever 
so important in the new jewelry 
expression heralding a season of 
increased selling opportunities to 
the jeweler who understands THIS 
THING CALLED FASHION. 
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Tremendous 


by 
Madame Hamilton Jeffries 
Fashion Editor, The Jewelers’ Circular 


The ready adaptation 
of the 1830, 1880 and 1890 modes by the leading cou- 
turier in Paris has created a new urge for precious stone 
jewelry. The historic background of the Empire Pe- 
riod, the wide appreciation of rich and subtle colorings, 
the rivalry of lace and satin in full and sweeping skirt 
lines, demand gorgeous and impressive jewels. 

The Rue de la Paix believes that jewelry is created to 
suit the personality of the wearer, that the skill of the 
craftsman must express in design and detail that which 
reflects the wearer’s personality. The American makes 
a choice of stones from the investment viewpoint as well 
as suitability, while the Parisian selects more from the 
standpoint of personal choice. 

Massed design in definite and carefully studied outline 
is the keynote of the advanced Parisian modes in jewelry. 
Large stones in clusters of plume, spray, leaf or sheaf de- 
signs, together with bow-knot themes are having the most 
outstanding selling success on Rue de la Paix. Climb- 
ing lines, of modernistic theme, with baguettes used in 
vertical position are very new. Bracelets in one and 
two-inch sizes are favored, using combinations of dia- 
monds and rubies or the very popular combination of dia- 
monds and emeralds. 


Because of the necessary 
purity of the rough stone to create the facet cut with its 
important mountings, the cabochon and eng:aved stones 
are forced into the evening picture as are the beaded 
strands made from less perfect gems. The impressive 
shoulder pins in large and bold designs in circles, Turkish 
themes and the carelessly tied ribbon bowknot, are sharing 
popularity with the drop pendant shoulder pin. Be- 
cause of the construction of the latter the drop remains 
vertical even if the pin is used in a horizontal position. 

The subtle uses of the trailing evening fabrics in 
gowns, such as velvet, satin and soft and clinging or semi- 
starched fabrics with skirt ruffles and net details, serve 
as a background for the most brilliant jewelry that women 
have the courage to wear. ‘The appearance of motion is 
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Jewelry Season 


Foreign Designers Feature Large Gems 


Diamonds 


Rubies 


Prominent in Latest Creations 


very popular at this time. ‘Today we are motion con- 
scious. Animation means everything. We take the fast- 
est train, the swiftest car and the high-powered motor 
plane, not of necessity but from desire and choice. 

Design and architecture have so evolved and made 
the public so line conscious that race lines, birds on the 
wing, climbing pyramids of geometric progression, etc., 
are now necessary in most articles created for every-day 
use. 

Lately a great appreciation of proportion is being felt 
in newspaper and magazine layouts. In fact, the read- 
ing eye has become so familiarized with the products of 
master craftsmen through the daily and monthly maga- 
zines that the elements of beauty and proportion go a 
long distance in the selling and merchandising of an arti- 
cle in every-day use. 


The baguette which comes 
to us from the Greek architecture was originally a detail 
in the moldings of the Ionic columns. It was found that 
baguettes framed a line either because of the clear con- 
secutive proportions or because of the calm reflected by 
the simple and youthful theme. The baguette has become 
important in the construction of fine jewelry because of 
its purity of line and proportion and its adaptability of 
many uses. The consumer’s eye is now accustomed to 
the proportion of the baguette and the proportion is so 
useful and popular that watches have suddenly assumed 
a baguette theme. This theme correctly complements 
the period dress of 1830, 80 and 90 which adapts the 
same detail for dress trimmings. 

The jewelry designer cannot ignore the influence of 
the historic period from which modern fashion borrows 
its theme. The progression of theme modernized is in 
fact the keynote for the designer and he must go back 
to sources in order to feel the spirit that prompted the 
original creation. France today is revivified with the 


(Turn to page 149) 
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Turquoise 


Massed design in definite outline is the 
keynote of advanced Parisian modes in 
jewelry. 

Large stones in clusters of plume, spray, 
leaf or sheaf designs together with bow- 
knot themes are the prominent selling 
successes on the Rue de la Paix. 


Emeralds 


Sapphires 










Sports women will wear 


The sports woman through the medium of 
correct clothing and the all important domi- 
nating jewelry is able to impress her person- 
ality and bearing. 


The sports type of jewelry this Fall allows a 
tremendous leeway of design and accomplish- 
ment. There is to be a sturdy and tailored 
restraint in dress which expresses in jewelry 
good taste and a clear understanding of the 
color, line and the costume weight of the 
outdoor adornment. 























Business women will wear 


The business woman who dresses for the day, and 
many times for early eye@aing, must be correctly 
turned out for the informal public dinner. 


Hence the business clothing and jewels allow quite 
a sweep of expression with individual touches on 
the hat or on the ring selection. As the dress goes 
—so go the jewels. Never in the history of fash- 
ion was woman so capable of expressing her own 
personality as she is today. 
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Society women will wear 


The society woman and her adornment are 
perhaps the most closely watched of all 
women in America. Her costume, the cut of 
her dress, the neckline and the arrangement 
of her hair should be matters of serious an- 
ticipation and consideration for the jeweler. 


This Fall’s emphasis on ruby derives its pop- 
ularity from the fact that contrast is de- 
manded to break up the solid color effect of 
the new all-white satin evening gowns. 














THE JEWELERS’ CIRCULAR 
for October, 1930 





97 


















Matrons will wear 





The well dressed matron because of her back- 
ground and acquaintance may select slightly more 
elaborate jewelry with a more intricate design than 
a younger woman might consider. The mature fig- 
ure, heavier chin line and the full bosom should be 
considered when chain lengths are being created. 


Study the types of jewelry best suited to the length, 
thickness and carriage of the necks of your older 
customers. Jewels help conceal age. 


The only thing 
that makes business good is nimble dollars. A 
bank desires to have alert, successful customers 
whose business will be increasingly valuable with 
their continuous growth. A good banker takes 
an interest in his customer as well as from him. 


J. P. KENNEDY, 
Vice - President, Bank 
of Italy, supervisor of 


When , money | Pasadena, Cal., District 
talks—listen to 
the cash register 
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BUSINESS 





On a bankable basis 


It has been generally 
considered that it took a population 
of 5000 people to support one jewel- 
er and one jewelry repair man. On 
that basis, we should have 16 jewel- 
ers in the city I came from, but in- 
stead there are over 50, and in addi- 
tion we are only ten miles from Los 
Angeles, where there are, I am in- 
formed, over 1500. 
fact that there is a larger number of 
jewelers in business than there should 
be, you can readily understand that 
when a jeweler applies for credit, the 
banker must ask himself whether this 
particular man is likely to be one of 
those who, from his character, capital 
and capacity is likely to succeed. 
These three “C’s” are the funda- 
mental basis of credit. When a 
banker is approached for credit, the 
three words that immediately come 
to his mind and for which he wishes 
an answer is WHY? WHEN? 
HOW? WHY is loan required? 
WHEN will it be repaid? HOW, or 
from what source? If the money is 
required for a legitimate purpose and 
it is very necessary, from the bank- 
er’s viewpoint, that it should be for a 
legitimate commercial transaction and 
not for capital, and he can see that 
the loan is likely to be paid when 
promised and the source from which 
the money is coming, the credit will 
undoubtedly be granted. 


In view of the 


Men almost invariably consider 
themselves worth more than they 
really are. The banker will talk 
over your statement, first, to correct 
over-valuations, and, secondly, to 
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by 
J. P. KENNEDY 


afford a fair index to the borrower’s 
habit of mind. 


Remember the bank 
is lending customers’ money which 
must be safeguarded, and the question 
is not only one of security but also of 
ability to pay in 60 or 90 days, as the 
case may be. ‘The only thing that 
makes business good is nimble dollars. 
A banker works on a very small 
margin of profit. Usually only 
1 per cent, and if he loses $100 it is 
the interest on $10,000 for a year. 
Your quick assets should at least be 
2 to 1 of your current liabilities. 


Those who loan money must con- 
sider what may happen under the 
most unfavorable circumstances. The 
causes of failure are usually well 
known to the credit department of a 
bank, and they know what the com- 
mon pitfalls are that you should 
avoid. 


There is so much difference be- 
tween the going value and liquidation 
value that a bank has to consider a 
good deal more than the net worth 
as revealed by a financial statement. 


The Harvard Bureau of Business 
Research states that the average cost 
of doing business for a jeweler is 38 
to 40 per cent, with a turnover of 
approximately once a year. 


The jeweler must be ever on the 
watch for changing business condi- 
tions, as nearly all business changes 
come in cycles. 


A study of your business and the 
effect of buying goods on the install- 
ment plan leads me to the belief that 


99 


I would only be doing right in warn- 
ing jewelers who may at present be 
doing business on a cash basis to hesi- 
tate and consider well before jumping 
into the credit business. The great 
economic problem in this country to- 
day is, “How far can we go in 
mortgaging the future for the wants 
of the moment?” 


Increased understanding 
of the methods and policies of banks 
by business men will mean better ser- 
vice for them and more pleasant and 
satisfactory arrangements. Remem- 
ber, the banker is only handling 
trust funds. It is not his money, so 
he must be careful. Be frank with 
him. Confidence begets confidence. 


Make a friend 


of your banker and consult him even 
before you need him. He is easily ap- 
proached, for there are no private 
offices now. It is a very good idea to 
give a financial statement to your 
banker once a year, whether you need 
credit or not. 


There is no formula for credit. 
Every case has its own peculiarities. 
No loan policy can be determined 
upon without exceptions. A bank 
desires to have alert, successful cus- 
tomers whose business will be in- 
creasingly valuable with their con- 
tinuous growth. A good banker 
takes an interest in his customer as 
well as from him. Your success is 
our success, and we hope that you 
will fully avail yourself of the many 
and varied services that the modern 
bank has to offer. 














Information regarding gift items can 
be secured from THE JEWELERS Cir- 
CULAR Gift Dept. Refer to number 
when writing. 
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Speed in Gifts 
in Buying and Selling 


The successful gift department 
must be merchandised with speed 
both in buying and selling. Diversify 
your buying—get only the newest 
items for which you know there is 
a consumer demand. Don’t let your 
personal tastes influence your selec- 
tion. It’s your customers that make 
your profits. 

Change your gift displays fre- 
quently. Don’t let your customers 
find the slow moving items in the 
same section or location. Keep mov- 
ing about such items that have selling 
resistance. And move them down in 
price and out if they don’t sell. 
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IN AGAIN 
OUT AGAIN 
AT A PROFIT 


Group of exquisite pottery and china service 
plates. The upper three plates are Royal 
Worcester China. Lower three are Royal 
Crown Derby, Royal Minton and Woods 
Burslem Pottery. No. 1. 


Stemware of fine glass, being reproductions 
of colonial types modernized. No. 2. 


On a strip of wood six camels walk their 
mile. Hand carved of sandal wood, this cara- 
van retails for $14.00. No. 3. 


A practical, decorative copper kettle, copy of 
a Chinese antique, pewter lined, making it 
serviceable. Retails at $7.50. No. 4. 


Cocktail shaker with strainer in neck smartly 
fashioned in futuristic design. Cups to match 
may be bought to complete the set. The 
shaker retails at $11.00, the cups at $1.50 
each. No. 5. 


A pair of bronze race horses dashing down 
the home stretch. Appealing as a men’s 
item. Retail at $50. No. 6. 


Hammered pewter ash tray with penguin. 
These birds were made popular by the Byrd 
Antarctic Expedition. No. 7. 


Book ends modernistic in design even to the 
dog, balancing white marble ball. The base 
is French black marble. Retail at $30.00. 
No. 8. 


Cigarette box lined with unfinished mahogany, 
lacquered copper top and bottom. The box 
is black, cover gold, flying goose decorated 
in black. No. 9. 


Pottery ash receiver, measuring 41/2 inches 
square by 9 inches high. Shown in jade 
green, yellow and black. No. 10. 
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~ TIME PAYMENTS 
SELL MORE 
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are quel Today's policies step te the front! They - 
usher © 2 new dey of buying coafidence for the pur- 
chaser of jewelry! They tell yoo thet times change and 
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A complete plan—selling more 
jewelry by making it easy for 
the customer to pay. The mer- 
chant tells all that is in back of 
the advertisement. 


merchandise, even down to the rims of eye- 
glasses. Regardless of what the damage is— 
how serious it is—or how often it occurs. 
Regardless of its cause—whether due to a 
hidden defect in the merchandise, to an acci- 
dent, or to neglect. And this service is of- 
ferred WITHOUT ANY COST WHAT- 
SOEVER TO the purchaser.” 

“Policy 2. THIRTY DAY REFUND 
PRIVILEGE: We agree to make a full 
refund—without question or red tape—on any 
purchase made at Friedberg’s within 30 days 
after date of purchase, if customer is for any 
reason whatsoever dissatisfied. We INSURE 
you that your purchase must satisfy in every 
way or it costs you nothing.” 


The now common 
policies of marking all prices in plain figures 
and taking the position that the customer is 
always right—and many thoroughly honorable 
and honest retailers have considered the latter 








What are probably the most 
liberal and revolutionary policies have just been an- 
nounced by Friedberg’s, well-known credit jewelers in 
Detroit. 

Two of the five policies announced are likely to be 
characterized by other jewelry retailers as extreme; the 
other three are chiefly a re-statement of claims and ser- 
vices which all high-grade credit jewelers have main- 
tained for several years. 

Policy 1, as quoted from a full-page advertisement in 
Detroit newspapers of May 16, reads: “4 YEAR’S 
MAINTENANCE SERVICE WITH EVERY PUR- 
CHASE: We agree to maintain, service and repair for 
ONE ENTIRE YEAR AFTER PURCHASE, any 
merchandise purchased at any Friedberg store. This in- 
cludes anything that might happen to your watch, as well 
as diamonds, silverware, clocks, and all other jewelry and 


idealistic, not to say unfair to the merchant— 
pale into insignificance when compared with 
these ! 

There can be no misunderstanding of the 
policies, either. Both are carefully worded to carry the 
conviction that there are no reservations whatsoever, 
mental or otherwise. No exceptions are stated. ‘There 
are no conditional clauses in fine type. The firm reserves 
no loopholes. There could be no room for argument, 
even if argument were permitted, which it isn’t. 

The more one studies the two policies, the broader they 
become. Many jewelers give a year’s maintenance service 
on diamonds, clocks, eyeglasses, and even watches, but 
this usually includes nothing more than adjusting and 
cleaning. It certainly does not include damage due to , 


accident or neglect. Again, many jewelers will exchange 


goods with which a customer is dissatisfied, but it is 
hardly customary to make a full refund, “without ques- 
tion or red tape.” 

As already remarked, there can be no misunderstanding 
of the policies. Nevertheless, Louis Rosenthal, vice- 
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JEWELRY 


NO DOWN PAYMENT 


“That is our announced policy,” 
the jeweler says. We asked 
him—‘“But in practice don’t 
you really try to get at least 
10 per cent down payment?” 
“We do not,” he replied. “Nat- 
urally, we take the cash and 
welcome it but we do not urge 
the customer. We live up to 
the spirit as well as the letter 
of our advertisement.” 











3 A SERIES OF 
f/f) ADVERTISEMENTS INTRODUCING \) 
( NEW POLICIES IN JEWELRY ) y 
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either to carelessness or accident. You will 
notice that the policy says, ‘even down to the 
rims of eyeglasses.’ It does not include the 
lenses of eyeglasses. On the other hand, it 
does include watch crystals.” 


president and _ general 
manager of Friedberg’s, 
was asked a few specific 
questions about them to 












bring out some of the 
extreme provisions. 
“Suppose a customer 
should drop his watch 
on the sidewalk and 
smash it to smithereens, 
would you assume the 
penalty for such an acci- 
dent ?” he was asked. 





ions and problems squarely in the face. 


SEVEN COMPLETE JEWELRY STORES 
in DETROIT 


“Certainly,” he re- 


plied. “We would re- 
pair the watch free of 
charge, provided it had 
been purchased at any 
Friedberg store not longer than twelve months before. 
Our policy covers both accidents and neglect. In other 
words, we relieve the customer of all responsibility for 
one year. No matter what happens to his purchase, how 
often it happens, or to what cause it is due, we give him 
a year’s free maintenance service.” 
“How about breaking the lenses of eyeglasses ?” 
“That is the only exception in the policy. That is 
rather too common to cover and it really shouldn’t be 
covered anyway, because such damage is invariably due 


LOOK’ FOR AD, NO. 3 OF THIS ‘SERIES 
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before, the jewelry business requires @ new port of 
of servicg, 4 new stendagd of’ activity. 


Customer Must Be Satisfied 


“Under your second policy, you propose to 
make a full refund—without question or red 
tape—within thirty days if the customer for 
any reason whatsoever is dissatisfied. Sup- 
pose after keeping an article for a month a 
customer comes in and merely says he has de- 
cided he doesn’t care to keep it; that he prob- 
ably shouldn’t have made the purchase in the 
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first place, as he can get along without 
it and he needs the money for other purposes. 
Would you refund the full amount he had paid?” 

“We would refund the full amount and he wouldn’t 
be obligated to furnish any such explanation as to why 
he wanted the refund. We agree to make a full refund. 

“In other words, our customers not only must be sold 
on our goods at the time of purchase; they must remain 
sold on them for at least thirty days. 

(Turn to page 147) 
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TIME MUST BE RIGHT 


And Style Comes Into the Case 


Today the public is time-conscious and demands accuracy.— 
W. M. Morrison, Berkeley, Cal. 


Time accuracy is demanded today. 
The business man must be prompt in meeting his appoint- 
ments. The world moves on time and those who are not there 
on-the-minute are left behind. The radio checks time—it must 
be accurate. The rush of modern progress has brought about 
a new era in time keeping. The public has become time-con- 
scious and the demand for accuracy has grown more and more 
insistent. 
This new spirit has been developed by a faster moving 
public pace—by a crowding of more work into shorter hours— 
by the constant urge for speed and more speed. 


Thousands of homes 
throughout the country are radio equipped today. Father’s 
watch must tick with the correct. time announced over the 
air. Mother is not satisfied unless her watch is as accurate 
as father’s. From young and old comes the call for watches 
that give on-the-minute service. 

With this growing desire for accuracy has come a demand 
for something new—something different—and as a result style 
has come into the case. Watch movements are mere wafers 
as compared with the watches of the past. Watch cases have 
caught the spirit of change and are now ‘in step with the 
trend of fashion. 

Modernism is reflected 
in the watch of today as strongly as in any other way. Watch 
cases must be not only ornate or plain, as the fancy of the pur- 
chaser dictates, but must be different—hence the many new 
shapes—the new treatment of jewel-encrusted cases. 

Wrist watches reflect the demand for the unusual—for some- 
thing different and in the widespread demand for wrist watches 
the pocket watch has not been left out of the picture. New 
shapes in platinum and green, white zud yellow gold offer an 
added incentive to buy. One watch showr herewith is held 
up, if desired, by a narrow banding which completes the decora- 
tion of the case and snaps around the base of the watch when 
the watch is returned to the pocket. 
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Novelty watches 


in a wide variety of new designs, pendant watches and other 
styles are now being shown and watch chains keep pace with 
watches in meeting the public demand for something new. 


On opposite page :— 

1. Pocket watch with attachment forming of decoration. It 
may be used as an easel support. 2. Modernistic pocket watch 
with new type second indicator. 3. New designs in chatelaine 
watches in enameled cases. 

On this page :—4. Man’s pocket watch in modernistic design. 
5. Novelty sports watch with protective container in enamel. 
6. Gem encrusted wrist watch, silk band. 7. Wrist watch inset 
in web design bracelet. 8. Wrist watch with expansion bracelet. 
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Sentiment vs. Superstition 
eetelaer and _ tradition 


play such an important part in 

the marketing of fine jewelry 
that every progressive jeweler has 
given much thought to the legends 
surrounding gems, capitalizing these 
in his plans for advertising, sales pro- 
motion and display. 

With the gem of October, the 
opal, he has to contend with varying 
elements — tradition and beauty on 
the one side, and superstition on the 
other. The former give reasons for 
a strong appeal to the October child 
to use opals, while the latter, inter- 
feres with the sale of the stone to 
others. Of recent years the opal has 
emerged from the slight cloud of dis- 
favor in which it was held at one 
time due to the erroneous fancy that 
it was some way associated with ill 
luck. But no one can positively point 
to any basis for the erroneous assump- 
tion which has not been explainable 
to most of the authorities on gems 
unless it be due to the comparative 
fragility of the gem itself. 

As the eminent gem expert, Dr. 
George F. Kunz, pointed out in ““The 
Magic of Jewels and Charms,” “the 
idea of ill luck was most erroneous 
and found a consistent and earnest 
opponent in the late Queen Victoria, 
whose influence did much to make 
opals fashionable. The popularity of 
the gem has developed of recent years 
particularly since the introduction of 
the black opals of Lightning Ridge, 
Australia, gave us a gem that has a 
universal appeal. 

One point the jeweler can always 
emphasize for the opal is that it is 
the most individual of stones, inas- 
much as no two exactly alike in tex- 
ture or coloring are apt to come into 
his possession. In fact, the colors are 
so varied and numerous as to run the 
entire gamut of spectrum. In opals 
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alone we have shades to match every 
conceivable color of dress or com- 
plexion of the wearer. 


To those customers to whom he 
cannot appeal with the opal, he has 
the alternate gem of the month, the 
moonstone, which can be appropri- 
ately set in jewelry for both men and 
women. 


Reputation the Jeweler’s 
Greatest Asset 


HE greatest asset of the suc- 

cessful retail jeweler lies in his 

reputation, for, like Czsar’s 
wife he must be “above suspicion”’ if 
he wishes to build business on a foun- 
dation that will permit him to sell 
fine gems or even ordinary jewelry 
for any number of years. His is a 
business where real values or quality 
are not known to the customer who 
must depend upon the jeweler to be 
counsellor and advisor as well as a 
merchant. Confidence once lost, the 
hold on the customer is gone. 


This is a great work of co- 
operation — greater than 
the uninformed observer 
would believe possible— 
with three general divi- 
sions: the subscribers, the 
advertisers and the pub- 
lishers. Each division is 
necessary; and all three 
are working for the same 
end, namely, the better- 
ment of the jewelry trade. 
Working together, they 
are natural allies, with 
the same mutual inter- 
ests. Each member of 
each division should make 
it a personal matter to 
help his allies in every 
way. 
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Study of Fashions ——s 


that the jeweler who is no more 
than a watchmaker, an engraver, 
a stone setter and a purveyor of 
jewelry, is a back number. Today, in 
order to be successful, he must first be 
a merchant of the first class, but 
he must also be in touch with the 
trend of fashion not only in the way 
of style and ornament, but as to de- 
tails of clothes, their material, their 
coloring and the manner in which 
they are worn. The new styles and 
fashions have created the demand for 
the new goods that he must offer, and 
without a knowledge of such styles 
he is incapable of buying correctly. 
This qualification of the jeweler 
is not purely the result of the pres- 
ent conditions. It is an essential ele- 
ment of the jewelry business and has 
been from time immemorial, though 
for many years the American jeweler 
neglected this side of his calling. As 
far back as the 18th century this was 
recognized, as may be seen from the 
following statements regarding the 
qualifications of a jeweler published 
in The London Tradesman in 1747, 


VIZ. : 


i} is now generally recognized 


“He ought to be an elegant 
Designer, and have a quick In- 
vention for new Patterns, not 
only to range the stones in such 
manner as to give Lustre to one 
another, but to create Trade; for 
a new Fashion takes as much 
with the Ladies in Jewels as in 
anything else; he that can fur- 
nish them oftenest with the new- 
est Whim has the best Chance 
for their Custom.” 


Is there any reason why the up-to- 
date American retailer should hesi- 
tate to give time to acquiring knowl- 
edge of fashions that was deemed 
necessary to successfully conduct 
business nearly two centuries ago. 


THE JEWELERS’ CIRCULAR 
for October, 1930 











EDITORS DESK 


Where Does Price 
Cutting Begin? 


HERE does price cutting be- 

\ \ gin in the eyes of the man- 

ufacturer who seeks to main- 
tain a resale selling price on his prod- 
uct? The giving of a premium, such 
as a knife or a chain with a watch, is 
universally so considered; so is the 
giving of a cash discount or anything 
that would keep the dealer from 
getting the full amount of the sell- 
ing price in cash. But is it not 
equally “price cutting” to give mer- 
chandise at the regular retail selling 
price to a customer who pays a small 
deposit down and pays the rest of the 
selling price over a long period of 
time? Is not the dealer in such cases 
presenting the customer with the 
carrying charges of his account? Is 
there any difference between this and 
giving the cash customer a premium 
with an article or a discount in 
money? If so, we would like to 
know where it lies. 

The manufacturer who establishes 
a selling price to which he expects 
the retailers to adhere and then per- 
mits one customer to sell for this price 
on small instalments while making 
the cash jeweler get the same amount, 
is not playing fair with the trade. 
To be fair the manufacturer should 
establish a cash price and insist on a 
credit charge to instalment buyers 
or permit the cash jeweler to give a 
discount to his customer. 

The question is not whether or not 
the credit jeweler can sell for the 
same price owing to bigger business 
or greater turnover. The question is, 
what is a fair practice in insisting on 
an established selling price? 

Logic and justice demand that an 
established selling price means the 
same to everybody. One hundred 
dollars paid in cash is not the same 
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amount as $100 in payments spread 
over a year. The manufacturer who 
shuts his eyes to the difference is 
either ignorant of arithmetic or will- 
ing to wink at a subterfuge in order 
to cater to business. 


Forward March! 


O far, 1930 has been a trying 
year for the American merchant 
and particularly for the jeweler, 

who has had to conduct business un- 
der more adverse conditions than the 
industry has experienced for nearly 
four decades. But students of the 
business situation cannot fail to be 
favorably impressed with one fact that 
stands out prominently, 7. e., that the 
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jeweler has weathered the storm to 
an extent better than would have been 
deemed possible a year ago. 

Though his spring trade fell off 
considerably, his summer business 
showed but little change owing to the 
fact that the summer months are al- 
ways dull in the industry. With the 
beginning of October, however, a 
new day dawns for our merchants. 
The revival of business now apparent 
will be particularly appreciated by 
the retailer of jewelry and kindred 
lines, and it should give him an in- 
centive to make greater effort to make 
his store and stock attractive. 

This is the time to have the rignt 
goods at the right price and display 
them in the right way. 

























Dogs 


The sports watch with 
the cairn terrier design 
is a reflection of ken- 
nel club activities. 








Smart women in semi- 
sports attire are wear- 
ing all types of yellow 
gold bracelets loosely 
linked in reflected de- 
sign. Now the watch 
steps into the picture 
and its immediate ac- 
ceptance is indicative 
of the unusual sports 
trend. 





Madame Lucette Brun 








of Paris, who has joined the firm of 
Callot, fashion creators. She sponsors 
sports jewelry. 
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Step Into Jewelry 


The sports ensemble of today 
requires sports jewelry.—CGold comes into costume jewelry. 


The horse and boat races are usually attended by women wearing 
white or pastel colorings and some sharp yellows and clear reds. 
Because of the severity of the attire, gold sports jewelry is the cor- 
rect accessory. 


1. Small yellow gold scarf or hat pin. The elephant and banding 
being solid, the open background allows the dress color to form 
a contrast. 


2. Stirrup whip motif and curve of the snaffle bit used as design for 
bracelet to be worn by devotees of the paddock. 


3. Shirt studs for polo. The dome of the glass is very clear edged 
in yellow gold of a flat banding design. 


4. The dog bracelet, the latest whim of Paris, is a favored gift for 
the young moderne who must never be overdressed. 


The trumpet pin used by those who enjoy the hunt or chase is 
very often used to catch a scarf or ascot for riding. 


5. Another stirrup motif using the design of a mouth bit and halter. 
The head of the fox is used for the medallion. 


It is surprising to see how the younger men have chosen this type 
of jewelry for leisure wear. 


Many popular grade 
stores are selling merchandise of this character in preference to 
dressier types. Jewelers should devote a section of their window 
to a sports expression and also cooperate with some smart custom 
tailor in window displays. 


All this type of jewelry is extra business and very often catches the 
fancy of a casual buyer. The fall season this year should, because of 
visiting sports teams, be a sports buying jewelry season, if the individ- 
ual prepares for it. 
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A BRACELET 


Two Women 


A Careless Salesman 


“It’s stolen, | tell you.” 

“What’s stolen? Talk sense, man,” said Miller, the 
floor manager. ‘Don’t stand there getting green around 
the gills.” 

Fielding gripped the edge of the counter. ‘That 
bracelet 1 was showing—the one with the modernistic 
setting. Stolen, that’s what’s happened. I took out two 
for those customers to look at. The other bracelet’s back 
in the case all right. But this one—” 

“What was the sale price?” the floor manager inter- 
rupted. 

“Fifteen thousand.” Fielding groaned. 
ers had walked out before I—” 

That was why the police received a hurry call from 
Felper & Company, the smartest jewelry store in the 
city of Riverport, on a certain Thursday morning in 
October. 

And that was also why Martin Dowd, of Lufkin’s 
Detective Agency, who happened to be in Chicago that 
day, found himself listening to a long distance ’phone 
message in the middle of the forenoon. 

“Bracelet missing?” he inquired blandly into the tele- 
phone. “One of those early morning jobs, eh? I'll be 
there—surest thing you know. First train I can get. 
So long.” 


“The custom- 
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“It’s Stolen, 


| Tell You” 


First of a series of detective stories. 
—Safeguard your jewels by follow- 
ing the advice of Detective Dowd, 
who tells in this true story “preven- 
tion is better than cure.” 


By 2 o'clock that afternoon Dowd was at Felper’s, 
closeted with the floor manager, Mr. Miller, in one of 
the executive offices. 

“T’ve told you what happened as well as I can, Mr. 
Dowd. Mr. Felper’s away on a hunting trip—other- 
wise he’d be handling this himself.” 

Dowd nodded,: slipped a stick of gum into his mouth 
and chewed meditatively. His face was round and good- 
natured. “You say the police haven’t been able to lo- 
cate the customers that were looking at the bracelets?” 

“No. They’d been staying at the Hotel Mayfair, but 
they checked out at 9 this morning.” 

Dowd grinned. 

“Did they, now? I call it real mean of them to make 
things hard for us that way. Well, I’d better see the 
salesman. Fielding—that’s his name, isn’t it?” 

“Yes. I'll send him in. He’s sort of haired up over 
all this. Thinks the police are suspicious of him.” 

“Ts zat so? Why?” 

“From the way they questioned him. _ He’s only been 
with us two months, you see, and he’d been out of a job 
a good while before he came. He’s getting on toward 
50, judging by his looks.” 

“T don’t suppose,” said Dowd, “that Felper would 
take on a man to sell diamonds and other jools if he 
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The circumstances described in this article were 
an actual occurrence in a large jewelry store of 
this country. Names, of course, have been al- 
tered. Such losses are not uncommon among 
jewelers. Practically every week somewhere in 
the United States a jeweler suffers a large loss 
from sneak thievery. Reports from the Jewelers’ | 
Security Alliance show that during the first seven 
months of this year a loss of almost $100,000 
from sneak thieves was sustained by jewelers of 














iq this country. J J 


didn’t come pretty well recommended. Well, have the 
bozo step in here.” 

“All right. Shall I stay?” 

“No. Guess I can talk without a chaperon.” 

When the salesman walked into the room his face was 
drawn and tense. 

“Sit down, Mr. Fielding,” was Dowd’s greeting. 
“Here, have some gum. Good for the nerves. So you’re 
the guy that put two diamond bracelets on a black velvet 
cushion and then didn’t bother to keep your eye on ’em! 
Well, we'll come back to that in a minute. First, why 
were you out of work before you came here and where 
did you come from, and all the rest of it?” 

“T had a small business of my own in Indianapolis,” 
said Fielding, “but last winter I ran into hard times and 
I was just about wiped out. It’s not so easy for a man 
of my age to find a place, Mr. Dowd, and I was pretty 
desperate when Mr. Felper took me. I came to him 
with an introduction from an old friend.” 


“And that’s that,” 
Dowd remarked noncommitally. “Say, about this morn- 
ing, who were those customers that got so attached to a 
little trinket worth fifteen grand? Ever see them be- 
fore?” 

“Oh, yes. They were in here three days ago. That 
is, Mrs. Shelby was. She was the customer. The other 
lady was her mother. She wasn’t here on Monday, but 
she came along today.” ' 

Dowd stopped chewing so abruptly that his lower jaw 
hung slightly open. “Two ladies, eh? Very quiet and 
refined? What about this Mrs. Shelby? 
She didn’t buy anything three days ago, 
did she?” 

“No, but she was very much interested 
in a bracelet-—one with emeralds in it. Her 
husband was with her. He looked like the 
president of some big company—substan- 
tial, you know. Well, Mrs. Shelby 
couldn’t quite decide to buy. So she asked 


me to come to their hotel that afternoon (3) Display as few valuable 
articles as possible at 
ene time before your 
customer. 


with three bracelets, and let her mother see 
them. You can imagine, Mr. Dowd, the 
chance of a big sale like that looked good 
to me.” (4) 


The salesman 
went on to tell of his disappointment when, once 
on his visit that afternoon Mrs. Shelby and 


her mother failed to make a selection. He (5) Never leave a customer 
before you finish with 


began to see that they were not easy to 
suit, but he didn’t want to lose Mrs. Shelby him. 
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Detective Dowd Says: 


(1) Keep your eye always on 
your customer. 


(2) Show no goods to more 
than one buyer at a 
time. 


Keep your trays full. 
Then you will know at 
if an article is 
missing. 








as a customer. So he suggested that she visit the Felper 
establishment again within a day or two. This morning 
she had come. 

“And how!” said Dowd with a smile. “Arrived while 
everybody was busy bringing things from the vaults and 
arranging showcases. Now, Mr. Fielding, we come to the 
vital question. What were you doing after you laid 
those two bracelets on the counter that you couldn’t keep 
watching ‘em? Studying for a correspondence course?” 

Fielding winced. ‘The ladies talked a good deal. 
While that was going on Mrs. Wilson-Grimes came in. 
Maybe you don’t know who Mrs. Wilson-Grimes is, 
but that’s because you don’t live in Riverport. She’s the 
real thing socially. Well, she was in a hurry for me to 
show her a piece of jade she’d taken a fancy to, and I 
didn’t want to offend her. So I went along to a counter 
near the front of the store.” 

“You turned 
your back on twenty-five thousand dollars’ worth of 
goods?” demanded Dowd accusingly. 

“There was a clerk in the next section. I motioned 
to him to keep his eyes open. He did. Somebody got in 
the way, though, and he only saw one bracelet. He 
watched it like a hawk, and all the time he never knew 
there was another one there. When the two women 
walked out before I came back, he thought everything 
was all right and he didn’t stop them.” 

In silence Dowd rose from his chair. 

Fielding sprang up, too. The muscles around his 
mouth were twitching. “I swear I wasn’t mixed up in 
this. You believe me, don’t you?” 

“Believe you? I don’t even let myself believe two 
and two make four these days. I’ve been fed so much 
hooey in my line of work that my fingers have grown 
together from being crossed.” He gave a shrug. “I don’t 
mind saying this looks like one of Lady Lucy’s jobs. 
Park Avenue Lucille, they call her sometimes. Some- 
one was helping her—that’s sure. It was either you or 
Mrs. Whoozit. Wilson-Grimes, I mean. You see I’ve 
got such a frank, open nature I tell what’s on my mind. 
You’ve been out of luck. How do I know you didn’t 
grab at some easy money ?” 


Fielding’s face 
“Tt couldn’t be Mrs. Wilson-Grimes. 
(Turn to page 159) 


turned ashy. 















Opals are the 


birth- 
Start 


October 


stones. 


the month right by 
showing them in a 
window dsplay. 
Tourmalines are the 
alternate gems. 






Wal 





None too soon to 
show a Colum- 
bus Day display. 
showing 


9 


Begin by 
fraternal jewelry and 
by advertising it in 
your local papers. 





/ 


) 


/ 


A 


The month is 

ripe for renewed 

vigor in your 
business. Now is the 
time for opportunity. 
Dig up new sales op- 
portunities and plan 
your advertising. 


busy week by 

having a window 
display that is really 
“different.” Brighten 
up your store with 
autumn leaves. 


=a a 6 Prepare for a 


A post card to 
10 your mailing 

list calling at- 
tention té your Col- 
umbus Day display 
will stimulate more 
sales. Call particular 
attention, to fraternal 
jewelry. 


ee ee 


Feature Oc- 
| 3 tober wed- 

ding gifts. A 
silverware window 
with appropriate 
cardscalling attention 
to the latest patterns 
will create more de- 
mand. 


window can 

be made 
more representative 
by showing fewer 
lines in the display 
at one time. Keep 
this in mind. 


l The jeweler’s 


Is 
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EVERY DAY 


SELLING TIME 


Advertise we ek 
3 end jewelry and 

gift merchandise 
specials and display 
them in your win- 
dows and in a promi- 
nent place in your 
store. 


Show some at- 
rj tractive pieces of 
costume jewelry 
in your window and 
call attention to the 
fact that it is in 


vogue. 


ductions in 

sniniature of 
caravels and Span- 
ish ships and pic- 
tures of scenes re- 
lating to Columbus. 
Display antique sil- 
ver and reproduc- 
tions of old silver 


l Show repro- 


Feature 
l hunters’ req- 

uisites— 
compasses, strap 
watches, vacuum 
bottles, flasks, etc., 
in an attractively ar- 
ranged window. 





<, MERCUANDIZING 





Insist that your 
salesman call at- 


tention to the 
specials you are fea- 
turing. Clear up 
some of the old stock 
this way. 


stock and pick 
out a number of 
slow sellers and some 
items that are out of 
Use them as 


8 Go through your 


season. 
specials. 





tie-up of 
present day 


16» styles in jew- 


elry and other mer- 
chandise sold by the 
jeweler with the 
styles of the day in 
costumes and house. 
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CALER DAR 


OCTOBER 
SUGGESTIONS 





Advertise 
l 7 and display 

trophies for 
indoor and outdoor 
sports events. Silver 
cups and other mer- 
chandise may be 
used. 


Display gift 
21 merchandise 

and call at- 
tention to your Gift 
section in your adver- 
tising. Book ends, 
table lamps and floor 
lamps make a pleas- 
ing window. 


Make a spe- 
25 cial drive on 

formal jewel- 
ry for men. Show 
dress shirt sets, cuff 
links, evening dress 
watches and cigarette 
cases, 


Send out let- 
29 ters to your 

complete 
mailing list saying 
that you are ready to 
supply Hallowe’en 
favors. Feature 
novelties in your win- 
dow displays. 
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Call attention 
| 8 to your stocks 

of fine china 
and glassware. Win- 
ter is just ahead. The 
social events call for 
new table equipment. 


Begin to call 
yy attention in 

your adver- 
tising to “lay aways” 
for Christmas gifts 
and offer specials 
suitable for X mas 


presents. 


Complete 
3 your interior 

decorations 
for the Hallowe’en 
trade. Prepare your 
stock of suitable mer- 
chandise for this 
event. Advertise it 
in your local papers. 








\S 








v 


Ss 14 


Center atten- 
2 3 tion on bridge 

prizes and 
sets. Prepare a spe- 
cial window display 
featuring this mer- 
chandise and adver- 
tise it in your local 
papers. 


Show a se- 
y. lection of 

fine per- 
fumes in your win- 
dow displays and 
advertise your store 
as ‘headquarters for 
discriminating buy- 
ers. A polite letter 
to a selected list. 


Use Hallow- 
3 l e’en symbols 

—Jack-O- 
Lanterns, witches, 
black cats, owls and 
other wierd effects 
in paper cutouts 
in black and yellow 
Hallowe’en colors. 








Home deco- 
2() ratives and 

utilities — 
candlesticks, console 
sets, vases, library 
sets, smokers’ sets and 
novelties. They are 
all seasonable mer- 
chandise and now is 
the time to feature 
them. 


Display 
IA, clocks against 

a background 
of Autumn leaves. A 
few up-to-date clocks 
carefully arranged 
will mean more sales. 
Also feature electric 
clocks. 


Why not call 
23 attention to 

your station- 
ery and gold and sil- 
ver pens and pencils. 
Here is an oppor- 
tunity you should not 
miss. 
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THE HOSTESS OF THE 
MONTH is Mrs. Leroy Fos- 
ter of Providence, R. |., who 
has set for us this modern 
dinner table. 


Mrs. Foster is the wife of 
a prominent jeweler. 











Two Women 


Set Tables for You 


Sell silverware in the modern way by visualizing its use to the 
prospective purchaser; in surroundings that invite proper selec- 


tion and “value” consideration. 


Showing the goods “‘in use” has 


proved its practicability by increased sales. 

Customers cannot properly select hollow and flat ware stand- 
ing before a show or wall case. The discriminating woman much 
prefers a comfortable chair in a room where she is undisturbed 
and where she may select her hollow and flat ware after having 


seen its actual use demonstrated. 


The customer has a real 
table set before her. 


Selling silverware in this 
way is sure to create a fav- 
orable impression and in 
addition serve as a strong 
advertising factor in build- 
ing more business. 
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LUNCHEON IS_ SERVED. 
Our table is set by Mrs. 
Paul Hinchcliffe, owner of 
the Guest House, Rockford, 
ill. A similar setting in your 
store will sell more china, 
glassware and silver. 

































Selling Silverware over 


the lable 


The silver room in such an establishment is shut off from the 
rest of the store and the opportunity to choose the particular 
pattern that meets her fancy, after seeing it displayed on a prop- 
erly set table, appeals to her and often results in a wider selection. 


A silver room in a jewelry store should be so arranged as to ‘ 
reflect as homelike an atmosphere as possible and the more in 
detail this idea is carried out the more alluring the silver display 
will be and the greater the selling appeal when the silverware is 
presented on the properly set table. 


The wife of one prominent jeweler has increased silver sales by 
taking carefully selected stock to the homes of prospective buyers 
and setting the breakfast, dinner or luncheon table in accordance 
with the dictates of good usage. A choice of fine crystal ware 
to accompany the silver service is simply an additional step in 
the general selling plan. 


The customer buys hollow- 
ware over the table in this 
store. 
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A RED, RED ROOSTER SELLS 


The red-head contest 
staged by Fred Winslow, jeweler at 
Marshall, Minn., cost him two high- 
grade gold watches instead of one, 
but it made him 2000 friends, so Mr. 
Winslow was more than satisfied 
with the exchange. 

Mr. Winslow is the owner of a 
thriving jewelry establishment. The 
red-head contest was a unique pub- 
licity stunt which he used recently in 
connection with the visit to Marshall 
of a special seed demonstration train. 

The contest itself was exceedingly 
simple. In fact, Mr. Winslow is of 
the opinion that any contest of a pop- 
ular nature must be simple if it is to 
succeed at all. Any girl or woman 
having red hair was eligible to enter 
the contest. A large Rhode Island 
Red rooster furnished the standard 
for judging, and the contestant whose 
tresses most nearly matched the color 
of the rooster’s feathers was to be 
awarded the prize. This was a wrist 
watch. It was announced that a uni- 
versity professor would do the judg- 
ing, but the matter was finally de- 
cided by appointing a committee of 
three judges, all of whom were mem- 
bers of the seed train staff, one being 
a University professor, another a rail- 
road man, and the third a representa- 
tive of the Northwest Crop Improve- 
ment Association. 

The contest was advertised for sev- 
eral weeks in advance, most of the 





SIMPLE CONTEST 


Flood of red-heads and tele- 
phone calls during the con- 
test make jeweler’s store the 
center of community inter- 
est. 


ads consisting of “teasers” designed 
to create curiosity and get people 
looking forward for the announce- 
ment of details. The week before 
the seed train arrived, the detailed 
announcement was made, as shown 
herewith. This ad announced that 
the rooster which was to be used was 
to be placed in the jewelry store win- 
dow on Saturday preceding the con- 
test, which was to be held on Mon- 
day afternoon. Contestants were 
asked to report at the shop at 1.30 
on the afternoon of the contest. 
Mr. Winslow reports that at least 
a hundred telephone calls regarding 
the contest were received previous to 
it, and that during the time the roost- 
er was displayed in the window, there 
was a continual stream of red-heads 
of all ages who wanted to see just 
how good their chances might be of 
matching the rooster’s feathers. 


When the time 
for the contest arrived, a large num- 
ber of red-heads were on hand, rang- 
ing in age from two to three years up 





Here is the group of red- 
heads of all ages lined up to 
match their tresses against 
the big red rooster in Fred 
Winslow’s contest. 
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to middle age. Every seat was taken 
and the aisles of the theater were so 
crowded that entrance could be 
gained only through the rear. ‘The 
contestants were assembled on the 
stage. The judges were introduced, 
and then one by one the contestants 
were called up to stand for a moment 
in from of Mrs. Winslow, who held 
the rooster above the head of each 
contestant in turn. ‘The audience 
was asked to participate in the judg- 
ing, indicating their decision by ap- 
plause. 

Finally all but two women were 
eliminated, and although the senti- 
ment of the audience was requested 
repeatedly, the applause appeared to 
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MAKES 2000 FRIENDS 


Two red-red heads so similar 
won—so a wrist watch for 
each girl. 


be about equal. The judges alos ap- 
pearing unable to come to a decision, 
Mr. Winslow stepped forth at the 
psychological moment, raised his 
hand to quiet the audience, and smil- 
ingly announced that he would give 
a watch to each of the two girls. 
Following the contest, Mr. Win- 
slow received many compliments for 
his generosity, and this was climaxed 
when the Marshall Commercial Club 
at its next meeting voted to reim- 
burse him for the additional watch. 
Mr. Winslow turned down. this 
offer, as he felt that he had received 
far more good will than he would 
otherwise have done. Many custom- 
ers individually commended Mr. 
Winslow. One especially striking 
case was a farmer who had never 
before been in the shop, but who came 
(Turn to page 153) 
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A Fine Wrist Watch 
FOR THE 


Red-Head 


the color of whose hair most nearly matches 
the color of the feathers of a Rhode Island 
Red Rooster. The fowl will be placed in our 
window on Saturday. 


Contestants are asked to report at the shop 
Monday. March 3 at 1.30 o’clock. A profess- 
or from the University will judge. 


The Seed Train Special 


Will be in Marshall Monday, March 3 
and it -hou‘d he the pleastire as wtil as the duty of every 
citizen of Marshall and vicinity to visit this train. You may 
learn something and it can’t do you any harm. This isn't 
hay fever season, you know, 


Watch Winslow’s Window 

















PUT THE WINDOW TO WOkK 
JEWELRY 


SELLING 


Display windows 
properly built and properly utilized 
are passerby stop signals. They are 
direction indicators pointing the way 
to the well arranged and carefully 
stocked interior of the jewelry store. 
They lure the prospective purchaser 
to the counter and induce him to buy. 
Without them the modern day store 
is handicapped in the struggle for the 
jewelers’ share of the public’s dollar. 

The right kind of window displays 
depend first upon the construction of 
the window and second upon the use 
to which it is put. With these two 
factors keyed to the demands of mod- 
ern merchandising the retail jeweler 
extends an invitation to the buying 
public that is sure to command re- 
sults. 

How should the display window 
be built? How should it be used to 
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Mrs. Polly Pettit, dis- 
play manager for 
Black, Starr & Frost - 
Gorham, Inc., looks at 
jewelry windows from 
the viewpoint of wom- 
en, who — in the last 
analysis — buy 90 per 
cent of all purchases. 
She tells how to sell 
more jewelry through 
the window. 


best advantage? Mrs. Polly Pettit, 
display manager for a Fifth Avenue, 
New York, jewelry store answers 
these questions. Here is what she 
says: 

“Of course it is obviously impos- 
sible to outline any set rule which 
will apply to every jewelry store be- 
cause of varying conditions, but we 
will consider the underlying prin- 
ciples and give our idea of how the 
show windows should be built and 
how they may be used to best ad- 
vantage. 


“The center 
of the display should be at the eye 
level. That we may determine the 
eye level let us take as our typical 
window shopper a woman 5 ft., 4 in. 
tall. It is estimated that the average 
distance from the sidewalk level to 


(Turn to page 155) 
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No window has the eye appeal of the 
jewelry window—no merchandise the eye 
attraction of jewelry, silverware and gifts. 
In the survey made of store windows, jew- 
elry was given first rating nationally in 
public eye opportunity but only ninth rat- 
ing in effectiveness of display. 






A unique display by Arthur E. 
Aitken, manager of Michael Kramer 
Jewelry Co., New York. This ar- 
rangement reveals a diversification 
of merchandise without crowding. 






















Samuel Phillips, _Inc., 
Stamford, Conn., has set- 

ey back windows. Merchan- 
ae dise is displayed with 
small items front, gradu- 

ated to larger pieces at 
back. Every article gets 
eye-attention. 






Fifth Avenue jeweler retains char- 
acter of silverware with color print 
of period design. Eye traverses en- 
tire display. Arrangement permits 
eye to tumble smoothly over window. 






















Georg Jensen, 57th 

i Street, New York, 
: breaks height of win- 
j dow with cathedral-like 
i ‘* columns. Eye rises from 
| i floor in upward sweep 
holding attention within 
display space. 


¥ 
a 
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My Store Is Different 





When a jeweler reads an 
article or hears an address 
on merchandising, profits or 
anything connected with the 
business details of operating 
a store he says, “That’s good 
stuff for the other fellow. 
It does not apply to me for 
‘MY STORE IS DIFFER- 
ENT.’” Well, is it? 


The province of a jeweler 
is to supply a community with certain 
articles and services, for which he is 
entitled to a fair profit. Many are 
conscientiously doing this, but few 
have been receiving any net bankable 
profits in the past few years. Is it 
the fault of local, national or world 
conditions, or is it the fault of the 
jeweler himself? Other lines of re- 
tailing, according to seemingly re- 
liable figures, are making a fair re- 
turn on investments. 

When a jeweler finds his expenses 
so high that his net profits are prac- 
tically wiped out, the first thought is 
to cut expenses. Usually salaries, ad- 
vertising and the.petty expenses that 
go.to make a store presentable and 
profitable, are cut to the bone. Then 


So say we all 


of usx—BUT I! 


the landlord is approached 
with tears in the eyes. The 
mental attitude of a mer- 
chant, worrying away at his 
expenses, is soon reflected in 
the treatment of his trade. 
From. then on, it is only a 
question of how long he will 
hold on. In spite of all he 
does, the expenses keep on 
going up. 

There are very few jewel- 
ry stores but whose expenses 


are high, when compared to_ other 
fields of retailing. 


The reason for this, 
according to several students on this 
subject, is that jewelers as a class, have 
steadfastly refused to recognize that 
there are two kinds of expenses—sell- 
ing expenses and carrying expenses. 

The first is generally known and 
understood, but the latter is almost 
an unknown term. 

Expenses keep on going up. Every 
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$49,450.63 








@ _14,584.67 
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jeweler knows the percentage of mar- 
gin on sales, less the percentage of 
expenses, tells him the profit on each 
dollar’s worth of goods he sells. If 
sales are increased, with the same 
overhead, then the cost of doing busi- 
ness goes down. 

Here is what has happened to sev- 
eral earnest jewelers, who are at- 
tempting to work out a solution to 
their problems, according to no less 
an authority than Frank Stockdale. 

These merchants buy attractive 
merchandise, have their windows 
trimmed often, publish good adver- 


mained the same. 


The buying habits of the people have changed, 
but the buying habits of many jewelers have re- 
The public is shopping around. 





Shall a store carry many slow-moving items just 
because of the fear of losing a few sales? 


Sometimes one wonders if the jeweler gains in 
the long run, by carrying so much stock for the 
“lookers” and so little for the “buyers.” 


tising and prime their salesforce so 
that they will intelligently sell what 
has been carefully bought. Yet the 
result of these efforts have been less 
than expected. 

Plenty of advice is proffered on 
how to run their stores. A good 
friend may advise carrying fewer 
lines, while another may insist that 
adding several new lines is what is 
needed. On one hand, someone who 
has been successful in running specials 
will advise that method, and another 
equally successful one, will advise 
against it. 
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XERCHANDISE AUD |” 
Lines Sales Stock Turns Expenses Margins  Frofit 
- £ - % % 
Wo. 1 374 1.06 38.34 26.0 - 
*" 2 1066 2.08 27.40 31.0 3.60 
* $8 382 280 45.70 31.0 - 
* 4 215 1.00 39.70 23.0 - 
*" 6s wtT2 1.70 29.82 26.0 - 
* ¢€ 586 2.70 24.60 31.0 6.4 
* ¢@ 321 92 42.5 33.0 - 
* 8 216 1.3 33.1 23.0 ~ 
* 9 370 «66 61.9 24.3 - 
e 10 632 2.1 27.12 20.0 - 
®* 11 474 2.26 26,62 33.3 6.68 
* 240 162 35.7 31.0 - 
* 13 8807 6 19.7 31.0 11.3 
"uM BOS 1.6 30.7 26.0 - 
* 612 1.6 28.6 23.0 - 
"16 3607 5.8 19.04 28.6 8.76 
° 657 365 21.54 23.0 1.46 
* w 868 2. 2767 26.0 - 
* 19 646 42 21.20 24.3 3.1 
* 20 2079 3.5 22.8 9.0 - 
* si 0888 1. 39.7 26.0 - 
* 22 64s 1.8 28.5 23.0 . 
* 23 1823 1.8 28.9 23.0 - 
"= % 3168 4.5 21.04 26.0 4.96 
" 26 2807 2.8 26.14 20.0 - 
® 26 627 1.3 34.18 20.0 @ 
° 27 680 097 40.3 20.0 - 
" 28 671 1.5 31.7 26.0 - 
*" 29 2686 1.4 31.9 26.0 - 
" 30 se92 824 36.07 31.86 - 
" Sl 2056 1.27 33.81 31,06 - 
°* 8 678 1.7 29.82 20.0 - 
* 3 226 263 64.1 33.8 - 
" & 329 1.3 34.18 31.0 - 
Whole Store 9,431 1.79 29.1 26.0 - 
} 
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Perhaps a pretty ugly picture has 
been painted, but these are the raw 
facts in many a store. 

Perhaps there is a way out. 

As a suggestion, admit there is 
such a thing as “carrying expense.” 
It has been found that concentrating 
all efforts on reducing the selling ex- 
penses, has not produced very won- 
derful results, so maybe a correction 
may be discovered in going into this 
carrying expense business. 

‘Carrying expense, means just ex- 
actly what it says—the expense of 
carrying stock in a store. It there- 
fore has to do with the uninteresting 
bugaboo of stock turnover or mer- 
chandise control—something quite 
essential in keeping styles, prices and 
kinds of merchandise in line with the 
ever-changing demands of the public. 


For a starter, make 
a merchandise audit, which will show 
stocks, sales, margins, expenses and 
the exact amount of profit or loss on 
each line of goods carried in the 
store. 

Prepare to be shocked at the poor 
showing of some pet lines for if this 
audit is thoroughly made in a cold 
blooded manner in an honest en- 
deavor to arrive at the two facts, the 
exact cause of a store’s success or 
failure will be revealed. ‘This audit 
will show why selling expenses go 
up. The answer is that the merchant 
does not follow the demands of his 
trade in the matter of prices, kinds 
and qualities of merchandise carried. 

Just how far a jeweler should sac- 
rifice his alleged prestige for profit is 
his own problem. 

Under no circumstances should 
this be construed as a plea or reason 
for a jeweler to abandon the high 
grade type of service or reduce the 
high quality of merchandise that he 
is now offering to the community at 
large. It means simply this. Under- 


(Turn to page 157) 














‘ 


yO 
wee- TIONS 


RECEIVED 53 PRICELESS 
WATCHES — YET HE, ARRIES 
HIS GRANDFATHERS KEY- 
WINDING “BiScuIT” FOR. 
SENTIMENT— IT WENT 
ACROSS THE ATLANTIC 


AND WAS IN TWO 
PARACHUTE JUMPS— 


TICKING HEROIC TIME 











THERE IS A CURIOUS HINDU SUPERSTITION 
TO THE EFFECT THAT ANYONE WHO WEAR? 


eR A RING ON THE MIDDLE FINGER WILL 





PROBABLY BE ATTACKED AND BITTEN 
A SCORPION. FOR THIS REASON THE 


BY 


HINDUS ARE SAID TO AVOID WEARING 
ANY RINGO ON THIS FINGER—ALTHO 


THE OTHERS ARE LADEN WITH THEM 


SAGAS SAY THAT TWO 
LARGE LUMINOUS GARNETS 
USED TO GUIDE MARINERS 
INTO PORT. THEY FORMED 
THE CENTER. OF TWO 
ROSE WINDOWS IN THE 
MONASTERY ON THE JY, 
ISLAND OF GOTLAND, 7% f 
THE RUINS OF THE CHURCH ; 
STi-tL STAND 


IN THE CEREMONY OF QUEEN ELIZAQETH’S "4 
CORONATION , B.L.S. (BEFORE LUUKY STRIKES)SHE WAS Te 
WEDDED To THE KINGDOM WITH ARING SHE ALWAYS %& 
WORE —THE FLESH GROWING OVER IT. 





























Vj 














122 


THE JEWELERS’ CIRCULAR 
for October, 1930 











A Diamond 
Keeps the Red Ink away 
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Diamonds represent 
the bread and butter of the jewelry business. The 
jeweler’s merchandising is built around it. If he can sell 
on the average of one diamond a day, he is building a 
back-log for profit and prestige. 

Set a quota in your store on diamonds. Few stores 
can average a diamond a day, but many stores can sell a 
diamond a week. ‘The theory is the same—a definite goal, 
the sale of a definite unit article. Perhaps no retail busi- 
ness in America sells fewer units in size and price. Dia- 
monds and gems are therefore a measurable quota in 
jewelry store merchandise. A definite quota day by day, 
or week by week, leads to the sale of more diamonds 
and gems. 

There are two modes of approaching the public with 
the proposition that diamonds should be purchased. One 
of these is by argument and reasoning. ‘The other is 
through the emotions of the people. This second method 
is far more effective in reaching the public than the first, 
although they both may be employed to some extent in 
every advertisement. 


The emotional appeal 
takes into consideration the ideals and fancies of the 
people, their desires, their artistic and esthetic feelings, 
and many other similar feelings and sensations. 

The jeweler can create a desire for diamonds through 
the emotional appeal, and effect their sale through the 
rational argumentative appeal. If he is to use these 
in his diamond advertising it will be necessary to study 
their phases before he can invoke them in his favor. The 
more important emotional appeals will be included in the 
following: 

Turn to page 257 
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Fashion's Influence 
on Fine Jewelry 





HERE will be no marked or drastic 


changes in the style of the very fine 
jewelry made for the Fall and Winter seasons. 
This is the conclusion to be drawn from the 
majority of the opinions given by the lead- 
ing manufacturers of fine jewelry of the 
country. The opinion is not unanimous, 
one or two feeling that the radical change in 
dress will bring out some radical changes in 
jewelry designs, even before the Winter 
season is over. There is no doubt about the 
popularity of rubies and emeralds in the new 
jewelry. Other colored stones may have the 
call. 


A few of the personal opinions of the leading manu- 
facturers follow: 
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“Paris is in the midst of a revival of ruby and diamond jewelry.” says Walter P. 
McTeigue, New York. 


“The effects are obtained by the massed use of carved rubies in combination, of 
Large calibre rubies are employed to a lesser 
degree because of their scarcity and resultant high price. The faceted stones, properly 
grouped, to many people, juswfy their price by a rich and brilliant reward. 


course, with fancy cut diamonds. 


“Fine ruby ring stones, stars, cabochons or faceted shapes in fine quality remain 
It is our opinion, however, that all the fine gem 
stones will continue in demand, and high in price because of the strength of the foreign 


extremely scarce and in great favor. 


market.” 


All diamond bracelet show- 

ing combination of fancy 

shaped cuttings combined 

with round stones. (See 
page 133) 


A modern bracelet showing 

use of masses of large 

rubies in a backgrounnd of 
diamonds. 
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Center: A platinum and Dia- 
mond necklace with ornament 
hanging in front and back. To 
be worn with a low-cut gowr 
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“| do not think that there will be any radical changes in designs of fine jewelry for the 
coming Fall and Winter,” says J. Mehrlust, New York. ‘“‘I believe that there will be a 
happy combination of the modernistic style together with more or less relief work, a well- 
balanced mixture of round stones, together with fancy shapes instead of the almost exclu- 
sive use of fancy shaped stones which has prevailed recently. 


“As to the trend in color, while | believe that as always a!! diamond jewelry will receive 
the preference, there are those who are extremely artistic who will insist on polychromatic 
jewelry, and I believe that the predominating colors will be emeralds with diamonds or 
rubies with diamonds, although sapphire and diamond jewelry no doubt will receive well 
merited consideration from the vast number of people who like sapphires. Probably 
there is no one gem that will have the call over another but rather that each individual 
buyer will call for the gem that he likes.” 
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A diamond brooch in the 
form of a modern bowknot. 


Diamond necklace with front 
and back hanging ornaments 
over opposite shoulders. 
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Flexible Festoon Jabot Pin 
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“The coming Autumn and Winter seasons present the most interesting possibilities that 
the American jeweler has kncwn for decades, from the standpoint of style and creative 
design,’” say Oscar Heyman & Bros. 


“The style changes are so marked that the woman of fashion will have an incentive 
and positive need to replenish her jewelry collection to comport with the new mode in 
wardrobe. 


Following Greek and Directoire lines, the jewelry style calls for draped and fringed 
effects. Squared, block-like objects will not correspond to the flowing lines of high- 
waisted and long-skirted gowns and frocks. 


“Diamonds and rubies will have the major demand among gems, because they partake 
of the delicate colorings of the silks and woolens cf the new robes and wraps. Mixed 
colors in rubies, sapphires, emeralds and diamonds will be in high favor for the more 
decorative jewels in ultra-feminine designs.” 


(Turn to page 165) 
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Jewelry concern develops department to 
meet all requirements of college students 
and attracts this profitable business to 
its store. 











COLLEGE DAYS HERE AGAIN 


New Significance to College Jewelry 


A college jewelry 
department to supply the students of schools and colleges 
In and about Washington with class and fraternity 
jewelry is the way R. Harris & Co. of Washington, 
D. C., cater to the jewelry wants of school girls and 
boys in high schools, colleges, universities and private 
boarding schools in the Capital City, featuring a very 
complete stock of pins and rings, medals, trophies and 
favors for all school needs, fraternity pins, class rings, 
etc. 

Individual designs are created according to the desires 
and wants of fraternities and sororities, school societies 
and other organizations. As a result, the store has gained 
more than the usual share of collegiate and high school 
business because school boys and girls flock to R. Harris 
& Co. for their jewelry wants. The college jewelry 
department readily responds to the personal touch idea 
and advertising is used just prior to the opening 
of college and continued up to December to feature this 
department. Through the use of collegiate copy and 
attractive illustration, this jewelry store has created a 
nice general business. ‘The windows are also attractively 
dressed for this occasion. The merchandising idea behind 
this college jewelry department «is to convince local 
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students that they need not go out of town for their 
wants and that all their jewelry needs could be supplied 
locally. 


The opening of school 
and college is an event which offers a more or less favorable 
tie-up for the jeweler and the merchant who has a good 
selling message and who goes after this business through 
goods newspaper advertising and window displays, will 
naturally reap the bulk of the business to be had. There 
is a good talking point in a college jewelry department 
and timely merchandising of the right sort gains the 
attention of those who are in the market. Are you taking 
advantage of this opportunity to increase your sales by 
going after the college and school business to be secured 
in your own locality? 

The business to be obtained in this way is not only 
important, but it can be built up into appreciable volume 
through proper merchandising methods. By taking ad- 
vantage early in the season to exploit jewelry wants for 
high schools, colleges and finishing schools, R. Harris & 
Co. have, therefore, struck the proper keynote in their 
merchandising. 
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Improved camera for 
obtaining micro - pho- 
tography of diamonds. 
Magnifications up to 
350 times have been 
obtained by inventor at 
camera. 





“Fingerprinting Diamonds 


The All-Seeing Eye 
of the camera and microscope has for some time past been 
called into play in the identification of particular precious 
stones. 

In fact, micro-photographs of gems have interested 
people outside of the jewelry trade more than the inside 
and to them is due the perfection of camera work that 
is now available to the jeweler who really wants to see 
the inside of precious stones. 

That there should be simple means of identifying 
jewelry has been the belief of the police and even of the 
trade for a long time and one instance cited in its favor 
is the fact that about a million dollars worth of stolen 
jewelry recently came into the hands of the New York 
police, of which but a very small part was identified by 
the owners. In fact, it was reported that of the 5026 
precious stones and gems displayed only 11 were posi- 
tively identified. The claim is made that had these gems 
been properly “fingerprinted” and recorded by the dealer 
and owner, a very large amount would have been re- 
covered. 

But this may be taken with both cash and trade dis- 
count because the so-called “fingerprinting” requires care- 
ful work, considerable time and expense and it is not 
likely that many of the owners would have gone to this 
expense to have an ordinary jewel so recorded by identi- 
fication. 
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Micro-Photography of Gems Used 


in Identification of Particular Stones 


But there are times when special jewels should be so 
“fingerprinted” and recorded that their identification may 
be easily established. 


A Boston Scientist, 


Frank Heitzler, is now being given credit for micro- 


photography of jewels. After fifteen years of painstaking 
labor, he has been enabled to immediately produce on 
a photographic plate in a reasonable size, a clear-cut and 
unmistakable record of flaws and hidden characteristics 
that are to be found in every stone. 

The jewel is placed in the light chamber of his intricate 
machine and there on the ground glass at the end of the 
long camera, is a brilliantly enlarged image, showing not 
only the glistening facets, but the flaws as well. The 
plateholder is inserted in the camera, several exposures 
are made on one plate, and it is developed and printed 
while you wait. 

The magnification of the flaws ranges from 100 to 
nearly 500 times. These minute imperfections are 
caused by the many processes that the diamond goes 
through during its stages of evolution and the tiny par- 
ticles of uncrystallized carbon are shown on the sensitive 
plate with remarkable detail and accuracy. 

Most of these imperfections lie below the polished sur- 
face or face of the stone and it required many a tedious 
hour and much research work to devise a camera that 
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would look at, into, and around, as well as above and 
below these almost imperceptible flaws and bring them 
to focus on the ground glass of the camera. 

But micro-photography of precious stones, while it may 
have a public interest, may have a serious effect on the 
proper appreciation of gems by those who do not under- 
stand what a microscope discloses and think that the 
picture shown by the big powerful lens is the one that 
should grade the quality of the gem. This is well il- 
lustrated in the story recently told by a California jeweler 
visiting New York of an experience of a prominent 
jewelry concern in San Francisco. 

This firm had among its clients, a doctor who was a 
gem lover and who gave them an order for a pure clear 
crystal without flaw. ‘To quote his own words, “pure 
and clear and colorless as a drop of spring water.” To 
be sure of getting what this client wanted, the concern 
sent to one of the leading importers and cutters of New 
York for a gem that was to meet the doctor’s description 
and received in turn, a beautiful white stone which not 
only to the expert eye but under the loupe seemed to 
meet all the requirements. This was mounted in a ring 
and given to the customer and he seemed pleased with it. 

But what was the firm’s surprise a short time later 
to have the stone returned by the doctor, with the state- 
ment that it in no way met his requirements and he 
again emphasized the kind and character of the gem 
that he wanted. ‘The stone was returned to the New 
York importer with the criticism and another one was 
sent in its place. The San Francisco jeweler studied 
the stone carefully before giving it to the customer and 
was satisfied that the order was filled properly. 





Micro-photography of diamonds 
showing how flaws are enlarged. 
This “lobster claw flaw” was al- 
most invisible but would make 
identification absolute. 
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] 
RECORD 
ec.14,1929 6.16 
‘Stone: Diamond 
Colors: Blue White 
Weight: 1 Karat 
Apparatus: 42x 5 
Lens: M #1 Depth .6 ma. 
Value: $500.00 
Remarks: Very Brilliant Stone 
Method of Identification: 
Patent No.1700496. 
The form of 
record. 


But the customer was not. Within a short time, the 
second stone was returned with an indignant note, 
criticizing the jewelry firm for its laxity, in language 
which showed the customer to be angry and indignant. 

Realizing that there was some mistake somewhere, the 
head of the jewelry firm visited the doctor to find out 
why he had rejected the stone and what tests he had put 
them through, and then the doctor explained that he had 
put these stones under a powerful microscope, only to 
discover that they were “full of flaws.” 

The jeweler producing the last stone insisted that an 
examination be made, and discovered that the microscope 
was so powerful as to show up all the infinitesimal mark- 
ings produced by crystallization. But the doctor was 
still insistent that he had given an order that was not 
fulfilled and wanted a stone to comply with the order, 
something the jeweler told him they could not possibly 
get. 

The doctor was finally convinced when the jeweler 
took up his own specification “pure and clear and color- 
less as a drop of spring water,” and asked him to put 
a drop of spring water under the same microscope and 
examine it under the same conditions. It is needless to 
say that when this was done, the diamonds showed up 
most favorably by comparison. The doctor saw the 
point and took the stone and remained a good customer. 

Micro-photographs of many gems would be apt to put 
the ordinary customer in the same state of mind as this 
doctor was and discourage, rather than add to the sale 
of the gems. So as the California jeweler remarked, be- 
sides the advantage of identification of the stone, there is 
a disadvantage in “fingerprinting” of diamonds which 
every jeweler must consider before he lets himself get too 
enthusiastic on the subject. 
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We originated the Rosemary Diamond Ring 


Rosemary derives its name from an evergreen (Symbol 
of Eternity) which grows native in Southern France, 
Spain and Italy. In these Romantic Countries :— 


Rosemary is an Emblem of Fidelity! 
Rosemary is the Symbol for Constancy! 
Rosemary stands for Remembrance! 


The Troubadours of Italy, the Crusaders of France and 
the Rovers of the Spanish Main have immortalized the 
name in song and glory, 


Conjure in your mind the dreamy, wild and picturesque 
adventures which may be woven about this name, and 
write, wire or phone for an agency, 


Noved VYloqer lp ne 


10 West 47*Street 
New York. 
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September 15th, 1930 
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Copyright 1929 











Rosemary Rings are set with finest 
perfect diamonds only, and the ROS@- 
Mary diamond set wedding ring is the 
finest achievement in wedding rings. 
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Out the Old 


RING IN THE NEW 


Why Continue Keeping 
the old tray of rings just as they are. They have no ap- 
peal to the public that is aware of new mountings. They 
have no sales appeal to the retail salesman who has 
looked them over for months and probably years. Here’s 
the best method of moving—of making new rings out 
of old. The method is one used by C. R. Kimberly, 
proprietor of the Kimberly Jewelry Repair Co. of Atlanta, 
Ga. 

“There is,” said Mr. Kimberly, “little to be gained 
in reducing for special sales such items as diamond rings, 
bar pins and bracelet watches. On the other hand, there 
is a danger that the jeweler, particularly the smaller 
jeweler, may be forced to take heavy loses to move his 
merchandise. I have in mind a typical instance of this 
very thing. 

“This jeweler had three diamond rings valued at ap- 
proximately $90 apiece. On two of them he changed 
the mountings, at a cost of about $7, improving them with 
modern settings. He sold the two almost at once. But 
having a personal fancy for the mounting of the third 
ring, he refused to make any change. For three years 
he held that diamond ring, each year marking it, re- 
ducing it further in the hope of selling it. At the end 
of the third year, he sold it for exactly $45. A modern 
mounting would have cost him $7 and he could have 
sold the ring at once and without a loss. As it was, 
he lost approximately $38 on the transaction. 
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Every time a jeweler sells an old 
and out-of-date mounting, even if 
he does reduce the price and sell 
it at cost or below cost, he injures 
his reputation as a modern jew- 
elry merchant.—C. R. Kimberly. 






“What Does This Mean 
to the jeweler? For instance, he has a ring or a bar 
pin with a stone worth $150, which fails to have an 
immediate call. In three years’ time, the interest on 
this investment alone, at eight per cent, will pay for a 
new mounting at $35, but the mounting need not by any 
means represent a loss. 

“T know several jewelers who simply put away their 
discarded mountings. When a customer has an inex- 
pensive stone and wants a cheap mounting for it, they 
simply give her one of these mountings at cost. She 
gets a perfectly good mounting for a low price. This 
affords an opportunity for the jeweler to move his old 
mountings at virtually no expense to himself. His new 
mountings cost him nothing. If worse came to worst, 
the jeweler could always get a dollar’s worth of gold 
from his old mountings. So that regardless of how he 
looks at it, it will pay him to go over his jewelry and 
keep it up to date every year. 


“Here’s Another Point— 
Every time a jeweler sells an old and out-of-date mount- 
ing, even if he does reduce the price and sell it at cost 
or below cost, he injures his reputation as an up-and- 
coming and modern jewelry merchant. And that in itself 


’ is serious. 


“What are some of the items that ought to be handled 
(Turn to page 257) 
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Three Things Only in Business 


Merchandise—Advertising—Service 





(See pages 92-93) 


“There is more competition 
in service than in merchandise. We are selling service— 
not merchandise. “True, merchandise is important, for 
if we do not have the proper merchandise, there is no need 
of the other two factors. 

“That is my plan evolved from my own brain in 
working out our particular problem. The physical 
aspects of this store, together with the fact that it is 
manned with an ‘all star cast’ is sufficient proof of how 
the executives feel on the service problem. We are en- 
deavoring to give the very best possible service in every 
way—large or small.” 

From the firm’s treasurer, Arthur M. Horne, comes a 
bit of the romance, for there is romance even in planning, 
building and moving. “For some years we felt we were 
doing business in a chimney, so crowded were we in 
the old six floor store. A disturbing factor there was the 
small number of people who never went above the first 
floor. Better quarters were a necessity, so it was finally 
decided that, all things being equal, it would be better 
to move up town. 

“An architect was picked who was a real artist, under 
him came the contractor, who coordinated the work of 
30 odd trades. The most amazing thing I ever wit- 
nessed was the harmonious team work of this force 
of workers in the way they pulled together to get the job 
finished in the specified three months. There were many 
trying moments, but the spirit that prevailed allowed the 
chief to strike the opening bell at precisely 9 a. m. on 
time, in the store we had all dreamed about, just as it 
was planned years ago. 

“In planning this store, many types of stores were 
studied, but not for the purpose of copying them. The 
idea was to have something original in absolutely every 
detail, so anything that had been used was not con- 
sidered. 

“Our establishment has unbounded faith in the jewelry 
business as it is now constituted. This store is a living 
proof of that faith. 

“It was a desire to be a little ahead of the times that 
caused us to build as we did. At that, many staid Bos- 
tonians. have complimented us quite highly on the appear- 
ance of our shop. A big forward step in store designing 
was taken, one in which we had absolute faith as to the 
ultimate outcome.” 

Both inside and out, the new Shreve shop exemplifies 
tasteful modernism. Architecturally, the exterior had to 
be designed to harmonize with the existing structure. 
Indiana limestone has been chosen because of its charac- 
teristic cheerfulness of color. Large display windows on 
both Boylston and Arlington Sts. give opportunity for 
unusual displays. On each side of the Boylston St. 
entrance are two semicircular windows which will be 
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used for special displays. The window grills, frames and 
awning covers are in gold bronze. ‘The window cur- 
tains are in quiet tones of gray and gold while the back- 
grounds of the windows are hung.with a simple gray 
material. 

The interior is imposing and spacious. It occupies two 
floors. On the main floor are grouped the diamond, 
jewelry, watch, clock, fancy goods, china and silver de- 
partments. Downstairs are the antique and lamp gal- 
leries. Its color scheme relies on harmony of soft tones 
rather than harsh contrast for its effect. One par- 
ticularly interesting feature is a new treatment of columns. 
They have an ingenious parallel reeding to give them 
expression. 

The ceiling is covered with silver leaf with a modern- 
istic delicate colored border. The lighting, except for 
occasional wall fixtures, is indirect, emanating from the 
top of a decorative screen which surrounds the main floor. 

The show cases carry out the scheme of contemporary 
design. The lower panels have inlays of Honduras 
mahogany, holly and East India rosewood. 

The antique galleries are laid out in a succession of 
alcoves. By this arrangement it is possible to virtually 
have separate rooms for the various styles of early 
furniture. 





Fine Response to Questionnaires on Jewelry 
Trade Conducted by the Department 
of Commerce 


WasHINGTON, D.-_C., Sept. 8.—Answers to question- 
naires sent out by the Department of Commerce to both 
the retail jewelry trade and New England jewelry manu- 
facturers are being tabulated. 

It was stated at the department that the answers re- 
ceived from the retailers were unusually good and returns 
from them are still coming in. Three follow-up letters 
have been sent out. It is believed that about 1500 replies 
have been received up to this time. The questionnaires 
were sent out early in July. 

Department officials are rushing their retail tabulations 
so that they will be able to present a preliminary report 
on 525 replies at the annual convention of the American 
National Retail Jewelers’ Convention to be held in New 
York City beginning Sept. 15. 

The officials state also that the New England manu- 
facturers are cooperating heartily in their survey and 
that representative returns are being received. Follow-up 
letters have also been sent to the manufacturers. The 
department officials state that they have received hearty co- 
operation from both retailers and manufacturers in the 
survey. 































- 
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Time Payments Sell More Jewelry 
(From page 103) 


money back on request. We might even extend the 
time, but if we did so, the goods would of course become 
unsalable. We think thirty days is long enough anyway; 
if a customer remains sold on his purchase that long, it 
certainly must be all right. Not only so, but if any 
hidden defects in the merchandise should be revealed 
during the next eleven months, our maintenance policy 
covers that.” 

“Why did you introduce such policies?” 

“Well, that’s a big question and the answer onda 
be a long story. Briefly, we are introducing these new 
policies to meet the changed conditions and to maintain 


rT _ 
Three Other Policies 


The three other policies announced are: 


“Policy 3: QUALITY-TESTED MERCHANDISE: Which 
means that all jewelry and merchandise you will find at Fried- 
berg’s has undergone rigid tests to insure high quality, ser- 
viceability and perfect style. 

“Policy 4: CERTIFIED VALUES: Which means that our 
prices have been checked and compared, and we certify that 
they are the lowest current prices offered for merchandise of 
this quality. 

“Policy 5: CONFIDENCE-INSPIRING 12-MONTH CHARGE 
PLAN: A purchase and charge plan that permits you to make 
NO PAYMENT WITH PURCHASE, and take 12 months to pay 
in, rather than the usual 30-day charge account plan. THE 
PRICE IS THE SAME, regardless of which plan you choose.” J 














our position as leaders in credit jewelry merchandising. 
We are guaranteeing our customers that they can buy 
here in perfect confidence and that their purchase must 
give entire satisfaction or it costs them nothing. Custom- 
ers are demanding more and more service; in announcing 
these new policies, we have gone the limit in giving them 
the fullest service they could even think of desiring.” 

Friedberg’s claim to have been the first credit jewelry 
firm to sell standard, nationally-advertised merchandise 
at the advertised prices and to have taken the position 
that the customer is always right. Since these policies 
were introduced a dozen years or more ago, credit 
jewelry stores which claim to follow them have greatly 
multiplied. Nevertheless, there has remained a suspicion 
in the minds of many people, whether justified or not, 
that the claims and practices of credit stores are some- 
times different. In announcing these new policies, Fried- 
berg’s now obviously is undertaking to remove all 
grounds of suspicion of high-pressure tactics, questionable 
merchandise, inflated prices, and selfish practices. In 
doing so, they have adopted more liberal policies than 
those maintained by a famous Detroit department store 
which many retailers in all lines have blamed for en- 
couraging people to demand too much service. 

Asked whether the no down payment clause applied 
to everyone or only to old customers, Mr. Rosenthal said, 
“to everyone whose application is acceptable.” 

“That is your announced policy,” he was reminded, 
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“but in practice, don’t you really try to get a down pay- 
ment of 10 per cent or more?” 

“We do not,” he replied. “At the time the purchase is 
made, we ask the customer, ‘Do you wish to make a 
payment at this time?’ If not, he isn’t urged to do so; 
if he does, he may pay any amount he chooses.” 

“You have certainly announced some radical policies.” 

“Yes, and we are going to observe them in the spirit 
as well as the letter,” Mr. Rosenthal concluded. 

Announcement of the new policies was preceded by 
four preliminary editorial advertisements, published in 
the daily newspapers. Each was headed by the common 
caption: “A Series of Advertisements Introducing New 
Policies in Jewelry Merchandising and Operation.” 

The first announced that, “First of all, we are not a 
credit store,” then went on to explain that the con- 
venience of partial payments was merely one of many 
services which the store offers and that it has no bearing 
on prices, quality, or service. 

‘The second carried the sub-head: “Scrapping a lot of 
old business ideas,” and pointed out that Friedberg’s had 
always been ready to face new conditions; that it is pre- 
pared to meet the demands of today and would do so. 

Number three reminded one that: “You hear so much 
about service and see so little of it.” One paragraph 
asked: “Does it mean unusual courtesy to you? Does 
it mean a personal care for your problems? Does it 
mean a watchfulness over your purchase after the sale 
has been closed? Does it mean absolute satisfaction with- 
out a lot of argument and fuss? 

“We believe the new policies we are about to present 
will bring you the most convincing answer to these 
questions you've ever heard.” 












Diamonds More Beautiful 
Than Ever 


H New character and few. charm are 

being developed in fine diamond jewelry 
, H these days by the use of stones in more 
Loring Andrews, | Soot ie 
diversity and originality in jewelry design, 
diamond cutters have created a number of 
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Number four admitted that: “We all live and learn” 
and added ... “we are not too old to learn or too 
stubborn to improve” “The new policies we are 
about to present show you how deeply we've come to 
understand your needs in the matter of jewelry.” 

The announcement of the new policies prepared in a 
full-page advertisement, part of the space being taken 
to feature merchandise. 

Mr. Rosenthal expressed full confidence that the new 
plan will be well received by the public and will mean 
great things for the firm. 
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Diamond Imports Show Decrease 


Figures for Fiscal Year Ended June 30 Affected by Tariff Agitation 


and Business Conditions 


With the detailed figures of diamond imports for the 
month of June just made available, we find that the 
total imports of diamonds for the fiscal year ending June 
30 were $35,716,393, of which $29,348,277 was the 
value of the cut and $6,368,116 of the rough gems. That 
this compares unfavorably with previous years is no 
surprise to those who have been following the import 
figures month by month. It was due to two causes, the 
first being the movement for a reduction of 10 per cent 
in the tariff on diamonds, which caused importers to 
hold off purchases abroad as soon as it was apparent that 
Congress would give consideration to their pleas. The 
second cause, of course, was the-depression in the jewelry 
business that followed the stock market crash. 








Cut But Rough or 

1929 Not Set Uncut Total 
DRUM ni Deipenecvackheews $4,011,178 $ 660,230 $4,671,408 
PIE bc wevecnceswaeea 3,787,697 660,200 4,447,897 
SEPTEMBER ...ccccccce 4,340,782 470,220 4,811,002 
la eet 4,294,215 1,359,355 5,653,570 
TOOV EMER icccccccecce 2,392,320 574,707 2,967,027 
— na aca aramuee 686,863 328,416 1,015,279 
EE it. cca acobues 1,341,789 309,216 1,651,005 
Vo. lS ie 992,120 436,226 1,428,346 
EEE WG esintiecuunea ee 1,191,925 217,333 1,409,304 
MEE, deGuhceikenwnccees 1,221,926 251,734 1,473,659 
a cekenn ceweeoe sence we 1,028,675 141,839 1,170,514 
ROME Tecdcveuveccevaenes 4,058,742 958,640 5,017,382 
piu See ert $29,348,277 $6,368,116 $35,716,393 


An examination of the import statistics shows that the 
diamond figures kept up well until October last when 
the total imports for the month reached $5,653,500 and 
immediately dropped in November to $2,967,000 and 
in December to $1,015,279. January showed importa- 
tions of $1,651,000 and the other months showed slightly 
less than $1,500,000 until May, when the importations 
dropped to $1,170,514. 

That stocks were low and diamonds had to be brought 
in was shown by the fact that during the first half of 
June, even though the trade knew the 10 per cent re- 
duction would positively go into effect, importation of 
diamonds, both cut and rough, continued in quantity. 
Special statistics compiled for THE JEWELERS’ CIRCULAR 
show that between June 1 and June 17 there were im- 
ported, under the old tariff, diamonds amounting to 
$1,016,552, of which $108,201 was rough, paying 10 
per cent, and $908,351 cut, paying 20 per cent. 

Of course, when the new tariff went into effect there 
was an immediate jump in the amount of goods brought 
in, the 13 days between June 17 and June 30, under 
the new duties, showing imports of $4,000,830, of which 
$850,439 was rough and $3,150,391 was cut. The total 
importations for June are $5,017,382, which puts the 
month on a par with the big months of previous years. 

Late statistics, however, show that there was a 
slump in the imports of July, the total value of the dia- 
monds received in that month amounting to $3,726,088, 
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of which $819,492 is the value of the rough and $2,906,- 
596 the value of the cut stones. 

The importations of rough and cut, month by month, 
for the fiscal year in the first column on this page. 





Paris Forecasts Jewelry Season 
(Continued from page 95) 


patriotic pride of the Napoleon reign. In the Louvre 
the jewel room is the scene of lively interest where 
themes and designs are being re-created by modern and 
youthful designers. Primitive themes and lines are be- 
ing used to create ultra modern jewelry. Just as the old 
prints and tapestries are being studied for color harmony 
and detail, so are the old Greek and Roman designs be- 
ing studied today for a suggestion of line or theme to be 
used in all types of commercial enterprise. 

It is not enough for the designer and the manufacturer 
to know the background from which a piece is created. 
The retailer, the salesman and the advertising manager 
must also know the why of new design. The woman 
who reads the newspaper is often influenced by the news 
interest or the style appeal of one line of authentic ad- 
vertising information. Oftentimes a new interest or 
buying urge created by one retailer is another retailer’s 
sale. Consumer interest in jewelry is never sudden, ex- 
cept in the costume field. The purchase of a fine gem 
is often the result of an unfilled wish or secret longing of 
ten or twenty years’ duration. This longing is usually 
a specific one which may or may not become more elabor- 
ate according to the ease with which the desired article 
may be obtained. If the wish was originally for a dia- 
mond or ruby it rarely changes with years. 

While the Rue de la Paix jeweler does not feel that 
the fashionable dress colors have much to do with the 
choice of stones for real stone pieces, I am inclined to dif- 
fer with them. Green as a shade was resisted for years. 
Many people were superstitious, others thought green 
trying, and others felt it reflected certain types only. 
Today, because of fashion and because of the new under- 
standing of how to wear color, green has superseded 
many staple colors in wearing apparel and furnishings. 
Advertisers, realizing that green is restful to the eye and 
keeps a certain freshness of copy, employ it as a back- 
ground or third color for poster appeal. 

In closing I wish to say that THE JEweELeRs’ Circu- 
LAR has a very keen and clear understanding of the style 
picture of the industries. We make a study of habits 
and practices. We study people and what they buy. We 
study habits of buyers and above all we study our sub- 
ject. Naturally we have obtained a fund of information 
dealing with all phases of the industry which we pass 
through the pages of our publication. 
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modish male 
WILL WEAR SCARF PINS 


if they're 


new! 


The enthusiastic demand 

for modernistic designs 
in platinum diamond merchandise will carry 
over to scarf pins, if they, too, are in the new 
spirit. 
Interest in scarf pins must be revived by new 
designs and new thoughts. It has been em- 
phatically demonstrated that the old styles 
just won’t sell. Let’s give them new ones! 


We are introducing a new line of scarf pins 
as this issue goes to press. It includes dis- 
tinctive, novel designs, smartly modernistic. 
We can furnish them as diamond mountings 
or complete. 


Rebuild this once-profitable item. It can be 


done, but only with NEW stock. 


TRADE 
MARK 


J. MILHENING, Inc. 


Factory—4626 Ravenswood Ave., Chicago 
Chicago Sales Office—27 East Monroe St. 
New York Sales Office—542 Fifth Ave. 
























Emeralds— I heir Color and Characteristics 


A Practical Jeweler Calls Attention to Facts Every Dealer Should Know 


OME interesting hints to jewelers on the subject of 
S emeralds are contained in an article signed ‘‘Charter- 
house,” recently sent to the Goldsmiths’ Journal 
of London. The author, who is a practical jeweler, wishes 
to dispel a number of what he characterizes as “strange 
notions” which persist in the trade as to this beautiful 
green stone, saying that many retail jewelers are 
strangely ignorant of certain important facts regarding 
what fashion has now caused to be the “most precious” 
of colored stones. 
In the first place, it must be pointed out that there are 
several distinct classes of emeralds. In general terms 


} 


The Emerald 


Mineralogical Group—Beryl. 

Hardness—7.5. 

Specific Gravity—2.67 to 2.75. 

Composition—Silica, .68; Alumina, .16; Beryl- 
lium, .12’2; with small parts of Ferrous Oxide, 
Chromic Oxide, Magnesia, Lime, Soda, etc. 

Crystallization—Hexagonal. 

Optical Properties—Doubly refracting to a small 
extent. Emeralds of full color are distinctly 
dichroic. 

(Stones that may be confused with the emerald, 

owing to color, include: Green tourmalines, green 

spinels and fine green garnets.) 








these stones may all be described as green beryls. The 
beryl class includes aquamarines, which themselves vary 
considerably in color. In most gem stones the color, 
is due to natural impurities or foreign substances. 

Thus it will be understood that nature in forming 
green beryls has caused them to occur in shades ranging 
from almost colorless aquamarines to the deepest emerald 
green. So it comes about that there is a borderline class 
which can almost be described as green aquamarines. 
These stones as placed on the market are often free from 
faults and very attractive, although too blue in tint to be 
of much value, unless fairly large. No connoisseur would 
value them highly as emeralds in the strictest sense of the 
word, but they are often accepted by the trade as fine 
emeralds.* 

It is a strange fact, says the writer, that the deeper the 
color the more flawed is an emerald likely to be. A per- 
fectly “clean” emerald of really good color is almost 
unobtainable. The present prices of such pieces, if larger 
than one carat, are simply fabulous; even stones with 
obvious flaws obtain exceedingly high prices. 

The supply of fine raw material has dwindled in 
recent years; for several of the older mines have been 
worked out, while fresh discoveries, of equally good 





*There is a light green emerald that comes from Brazil which 
is distinctly an emerald and not a green beryl or aquamarine.— 
Editor of THE JEWELERS’ CIRCULAR. 
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quality material are extremely rare. In fact, the demand 
for fine emeralds altogether exceeds the supply. It must 
be realized that moderate priced emeralds are bound to 
have various defects. Either they will have fairly good 
color with numerous flaws, or be “clean” but “thin,” or 
else they will have both color and few flaws yet lacking 
“life.” 

In view of the foregoing remarks, the author refers to 
naive ietters from retailers to manufacturers, citing among 
others the following: 

“IT have received the selection of emerald rings 
and have submitted them to my customer. He likes 
the cluster ring and will keep it on the condition 
that the emerald is exchanged for a perfect stone 
of equally good color. You will notice that there 
are several nasty flaws in it, which can easily be 
seen under a glass.” 

To carry out such a request would involve supplying 
an emerald of far greater value than the complete ring 
itself, including probably 12 or more diatnonds! 

Another point he raises regarding not only emeralds but 
all colored stones, is that they improve with mounting. 
That is to say, if loose stones are submitted for a special 
inquiry, they never appear at their best, especially if set 
up on wax. Incidentally, it must be added that the wax- 
box greatly detracts from diamonds as well, because of 
the interference with the light and the reflection of the 
color of the wax itself. 

It is very unusual for emeralds to be cut in any other 
shape than rectangular. Years ago round, oval and 
“cushion” shaped stones were produced. 

Concluding his comments this jeweler says: 

“In my humble opinion, I think that jewelers when 
selling emeralds ought frankly to explain the position to 
their customers before showing them any goods. To do 
so in the right manner creates quite a good impression 


Read These Books to Know Gems 


No jeweler selling fine gems should be with- 
out standard reference books on this subject. 
The three notable works which he can obtain 
either through THE JEWELERS’ CIRCULAR or 
the publishers are: “GEM STONES,” by G. F. 
Herbert Smith, $3.00; “GEMS AND GEM MA- 
TERIALS,” by Drs. Kraus and Holden, $3.00, 
and “A TEXT BOOK OF PRECIOUS STONES,” 
by Frank B. Wade, $2.50. 











N 


and shows that the vendor knows his business. Subse- 
quent inconvenient discoveries of defects are thus elim- 
inated, and the purchaser leaves the shop feeling that he 
or she has obtained the best article obtainable at the 
price, although fully aware of any imperfections it may 
contain.” 
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Importers of Nassak Diamond Ask Rehearing 
By Customs Court 


WasuincrTon, D. C., Sept. 12.—Judge Marion De- 
Vries, former member of the United States Court of Cus- 
toms and Patent Appeals has filed a brief in that court 
on behalf of the importers of the famous Nassak diamond 
asking for a rehearing. 

It will be recalled that the diamond was allowed to 
come into the United States duty free by the collector 
of the port. His decision was upheld by the United 
States Customs Court but on appeal to the Customs and 
Patent Appeals Court the decision was reversed and the 
diamond was made dutiable at 20 per cent. Judge De- 
Vries is now asking for a review of that last decision. 
In this connection it is fair to say that in the “majority” 
of appeals the court does not rehear cases on which it has 
already passed judgment. Judge DeVries appears for 
E. F. Bandler. The United States government will con- 
test any rehearing. 

Judge DeVries calls attention to the fact that “the 
evidence reviewed by and which undoubtedly influenced 
the Court in its decision was that of artists engaged in 
the fine arts, particularly painting. He also says: 

“The express solicitude which obviously influenced the 
Court in reaching decision herein, that if it held this 
diamond artistic, all diamonds must be so held and there- 
fore entitled to free entry, finds no place in judicial inter- 
pretation or construction. ‘That is an economic appre- 
hension for the Congress. The same attitude moved the 
Secretary of the Treasury to promulgate a regulation 
denying free entry to any diamonds under Par. 1708 
clearly and obviously in violation of the law. Even 
were it true that all cut diamonds are artistic, for which 
there is far more reason than classifying many statues 
and mud and clay creations as artistic, it must be re- 
membered that it is the cutting thereof that renders them 
such and that in but very few cases could it be shown that 
they were cut 100 years before imported * * * .” 

In conclusion Judge DeVries says: “The Court finds 
this stone an ‘antique.’ It also finds it ‘artistic in a gen- 
eral way.’ It is respectfully submitted that such brings 
it within the statute, for it is what is generally and com- 
monly understood as ‘artistic’ that determines tariff classi- 
fication under Par. 1708. A _ rehearing is_respect- 
fully requested.” 

The case is being fought by the diamond trade and it 
is possible that counsel for the American Jewelers’ Pro- 
tective Association will assist the government’s counsel 
in opposing the rehearing. 


HALLOWE’EN \ 


Hallowe’en is a merry frolic and the 
jeweler should cash in on this event. 
Help the people to forget the realities 
of life and assist them to indulge in 
recreational fun. | Window displays 


should reflect the spirit of the occa- 
sion. Party favors, silver, china and 
glassware will sell readily for Hallowe'en 
entertaining. Make the showing timely 
and it will create direct sales from the J 











window. 
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f DURING OCTOBER 


The jeweler’s windows can be made 
more representative by showing fewer 
lines in the display at a time, and by 
changing the offerings more often. Like | 
advertising the window displays should 
be built around a theme. If wedding 
gifts are displayed it is inadvisable to 
display items for general use. If autumn 
costume jewelry is displayed it is better 
to confine the showing to costume 
jewelry. 
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A Red, Red Rooster Sells More Jewelry 
(From page 117) 


in to make a purchase, and stated that he had heard 
of the contest and wanted to try doing business with a 
man who was enough of a sport to do what Mr. Winslow 


had done. 


And the end is not yet, 
for Mr. Winslow is still receiving approbation and com- 
ments on this stunt. 

It might be mentioned that through the publicity 
man who accompanied the seed train, the story of the 
red-head contest and the giving of the two watches 
found its way into the daily papers of Minneapolis and 
St. Paul, and was given wide circulation throughout the 
State. 


His golf tournament contest 
is another event in the nature of an advertising stunt 
which Mr. Winslow uses annually with great success. 
This is run each summer, lasting eight days, starting on 
Sunday and ending on the following Sunday. The prize 
given is usually a watch bearing an inscription of the 
name of the winner. Besides the newspaper publicity 
which this tournament gets, the pairings of the con- 
testants and their scores are kept posted in the shop 
window during the tournament, which naturally attracts 
a great deal of attention from those who want to keep 
in touch with the event. 

The jeweler is a great believer in getting individuality 
into advertising, whether it be in the nature of stunts, 
or straight newspaper, or direct mail advertising. He 
uses very little or no syndicated or “canned”’ advertising. 
He advertises consistently in the local newspaper, and 
insists on having the same position in the paper each 
week, giving preference to a position on the page with 
the city locals. 

The same principle is used in circular letters, which 
he uses rather extensively, these being always of the 
home-written variety. One of the letters which he finds 
usually brings business is one addressed to all parents of 
high school graduates, dealing with the subject of gifts. 

Another letter that gives good results is one addressed 
to school teachers after they have signed up to teach, 
and just before they take up their residence to begin 
work. This letter usually goes out in August after the 
lists of prospective teachers have been secured from the 
local superintendents. 
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“ HENRY SLABOTZKY 


12 Rue de ta Victoire 








THE NEW TARIFF has abolished the INTERMEDIARY between the EUROPEAN 
Diamond producer and the United States MANUFACTURER and JEWELER. 


HENRY SLABOTZKY, the well-known PARIS Diamond specialist, CUTTER OF FAN- 
CIES ONLY since 1919, and 


L. BERENSON and A. MIRNER, established CUTTERS of ROUND DIAMONDS in 
ANTWERP since 1890, have UNITED their forces and 


ANNOUNCE 
L. BERENSON & A. MIRNER, INC. 


2 WEST 46TH STREET, NEW YORK 
TELEPHONE BRYANT 2587 


This enables us to execute your orders immediately at ACTUAL EUROPEAN MAR- 
KET PRICES—CONVENIENT TERMS—FROM ONE TO A THOUSAND STONES. .- 


Call Bryant 2587 and have YOUR UNCOMPLETED PIECES OF JEWELRY FILLED 
AT ONCE. Same ATTENTION for out-of-town patrons. 


Complete Assortment of Fancies and Round Diamonds 
All Shapes and Sizes FOR YOU 














the floor of the window is 34 in. Raise the center of 
the display 30 in. and the requirement in this case is met. 
A good window may be 8 ft. long by 32 in. deep with 
a background well above the eye level. The interior 
of the window should be paneled in fine wood with a 
dull finish. 

“What shall we use for background for our dis- 
play? Tradition has ruled that diamond set jewelry 
shows to best advantage against a black velvet but the 
modern day display expert has found that a deep cream 
colored velvet gives excellent results. It resembles the 


fair skin of Madame or Mademoiselle and thus produces 
an effect similar to that of the jewel in actual use. 

“How about the jewel case as the center of the dis- 
play? 


Well—perhaps, but it is so difficult to get an 











| An Outstanding Value— 
Diamond Wedding Rings 
$100 


A™ bride will be happy 
and proud to wear this 





‘You will surely want to see 
them before making your 
selectzon. 








Ss. JACOBS & COMPANY 
jewelers —Ond Betablishmcat 
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artistic effect with the cases at present in use. Here 
is an opportunity for big improvement. ‘The jewel 
cases should be more artistic—more in keeping with the 
general plan of a well arranged display. 

“The question of price tags is one that has both its ad- 
vantages and disadvantages. Many of the high-class 
jewelers do not use them, on the ground that they de- 
tract from the appearance of a well-arranged window, 
but it is my opinion that many sales are lost because of 
this attitude. A dainty price tag, hand lettered, on a 
card that blends in color with the display tells the window 
shopper what he wants to know—how much will it cost 
—and. often brings him into the store when he would 
otherwise get the idea that the price of the article is 
prohibitive. Often an attractive card explaining some- 
thing about the article, perhaps telling something about 
its history or the romance of its production, and carrying 
the price, helps to center attention and promote a sale. 

“Lighting effects—Here we have a subject that can 
be discussed at length but space forbids in this article. 
One thing should be borne in mind, however, and that 
is that shadows are as important as light to produce the 
most artistic effects. In order to get such effects inci- 
dental lights are necessary. Experiments have shown 
that straw, orchid and pale blue lighting give the best 
effects. The light colored lighting enhances the result 
to be sought but bright lights detract from the natural 
colors of the stones. 

“The appeal-to-purchase, without which no display is 
compelling, must be sought in the history, romance, lure, 
sentiment and symbolism attached to jewelry. The dis- 
playman should travel, he must study. Libraries and 
museums exist for his enlightenment. He should be 
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Put the Window to Work Selling Jewelry 


(From Page 119) 
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able to interpret ancient design in its relation to modern 
jewels, and modern jewels in their relation to the current 
trend of purchaser demand. The current trend is what 
we otherwise call fashion. 

“And what has fashion to do with the jeweler? What 
indeed is fashion. Fashion is a style accepted by a 
sizeable number of people. A style is merely a mode of 
expression, be it in dress or manners. Styles in dress 
originate in Paris today and become the fashion here 
tomorrow by cable. Style has become so great a selling 
force in other lines of merchandising that the jeweler 
cannot afford to ignore it wholly. True, he cannot 
change his jewel-styles to conform with the seasonal 
changes of dress. The very nature and intrinsic worth 
of precious stones and metals preclude such a possibility. 
Fine jewels must continue to be created for their lasting 








Pearls, the Perfect Tribute 


An Aditorial 
by JAMES WALLEN 
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pearls 


An advertisement & 
of H. W. Beattie ; 
& Sons, exploit- = 
ing the beauty & 

of pearls 


Pearls are the perfect tribute to charm 
Beyond their lambent loveliness beauty 
has no boundaries 


The Beatties have given pearls speciel- 
ized study. They know from experi- 
ence and test that the true Oriental is 
the pearl worth possessing. 

- Beattie pricing does not make the 
- ownership of Oriental pearls difficult 
- of etteioment. 
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beauty. But the prevailing fashion in dress may still 
be made to serve the jeweler’s purpose. Style services are 
at hand. Advance fashion information is available. 

“When Paris says that the green ‘accent’ will be 
worn with formal white evening gowns, seize the oppor- 
tunity to advertise your emeralds and diamonds and 
display them in your windows. When pink is the pre- 
vailing springtime color for daytime wear, sell rose 
quartz for harmony and aquamarine for contrast and 
accent. Study the new neckline and subscribe your neck- 
laces to it. If it is a sleeveless season, sell bracelets, 
bracelets and more bracelets. Sell them through your 
window displays. 

“Jewelry displays should convey, from time to time, 
the information that your jewels are style-right. Show 
the clip-pin on the latest Parisian hat in a photograph or 
a fashion sketch. Show turquoise necklaces with a length 
of fashionable pink chiffon. And in every case, give the 
authoritative style source, be it Chanel or Poiret or an- 
other; it will enhance your appeal to the fashion-con- 
scious customer. Fashion can be made to serve the 
jeweler’s purpose, and it is the business of the displayman 
to be fully informed of the trend. 

“So, I say, help fashion to help you sell more jewelry 
and let your display windows speak with authority.” 
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FULL SPEED AHEAD! 














“Let’s put this thought into actual prac- 


tice RIGHT NOW! The time is ripe! 
The next few months offer the most pro- 
EVUTNETTES ductive selling period! FULL SPEED 
THE “NEW VOGUE” AHEAD ” 
(BIRTHSTONE for 
SEPTEMBER 
as We are showing Nathan TRU-STONE 


“TRU-STONE” SAPPHIRE 


=————— 


HARDNESS is unsurpassed in 


dising. 


FULL SPEED AHEAD! Now is the time for a 
determined and concentrated drive for increased sell- 
ing and added profits. Backed by Nathan advertising 
and service, alert manufacturers will cash in on this 
inevitable seasonal demand. 


BRANCH OFFICE 


For the convenience of the uptown customers of S. 
Nathan & Co. we have opened a branch office in the 
heart of the uptown jewelry center at 10 West 47th 
Street, New York. 


S. NATHAN & CO. 1"< 


71-73 NASSAU STREET, NEW YORK 


* Registered Trade Marks 





Synthetics in wider and more varied 
assortments than ever before. Their 


syn- 


thetic stones ... COLORS amazingly close to Nature 
itself . . . SHAPES represent the finest cuttings and 
the latest vogues, and bear out in every detail 
TRU-STONE’S enviable reputation as “TRUE TO 
NATURE” SYNTHETICS. Their price range pre- 
sents a real opportunity for more profitable merchan- 


The “New Vogue” 
BIRTHSTONE 
for 

October 


is 
TRU-STONE 
“BERYLITE”* 


WRITE FOR 

FULL COLOR 

BIRTHSTONE 
DISPLAY 


DIAMONDS — PEARLS — PRECIOUS STONES 












stand thoroughly and precisely what the particular 
clientele of a store desires, then supply that need. 


This turnover is a deceiving subject. ‘There are just 
two ways of figuring it:—A. Figure sales at cost against 
average inventory at cost, or B. Figuring the total num- 
ber of pieces sold in a given time, against the average 
stock on hand. 

There are many jewelers who figure their turnover 
by taking total annual retail sales and dividing that sum 
by lowest cost inventory. The obvious error is their 
figures are not on the same basis. The figuring must be 
done either on an all cost or an all retail basis. Further- 
more, it is absolutely necessary to take the average in- 
ventory figures for the same period as the turnover is being 
figured, and not the annual inventory figures, which in 
most cases is the lowest one of the year. 

Again, on this turnover subject. One very deceptive 
point, one that fools many jewelers, is that if goods are 
bought regularly and in small lots, there is no doubt of 
a good turnover. Take Line No. 1 that was reg- 





VERY EFFECTIVE! 


This Three-Diamond Princess Ring 


A well balanced adver- 

tisement featuring one 

ring. Well designed for 
use in small space 








See Our Stock of New Designs in “Perfect” Diamond 
Solitaires 


HOLZMAN'S 


Atlanta’s Family Jewelers Since 1897 
32 Broad St., S. W. 











ularly sized up, but the reason it was operating at a loss 
was that the total investment was out of proportion to 
its sales. Going one step further. It was found that 
two lines were being handled. They were not conflict- 
ing lines, but served the same general purpose. Analyzing 
the sales showed: 


Sales Rate of Exp. Margin Profit Loss 
Line No. 1 6 Mos. Stock Turns Per Cent Per Cent Per Cent Per Cent 
IM Besvcwes $173 1.6 30.7 26.0 ees 4.7 
Se Bic ec cave 19 & 135.7 56.0 109.7 
Both Kinds... 192 -95 41.09 26.0 15.09 


There was no question as to the worth of Item B., 
but the public had stopped using this particular type of 
goods. ‘That had caused a loss of 15 per cent in sales. 
Obviously, there were only two courses open to over- 
come the losses due to slow stock-turns, either to cut 
the stocks or increase the sales. In most cases, it is quite 
necessary to do both to stop losses. Three definite things 
will cut costs and speed up the sales on Line No. 1:— 
Reduction of stocks, increase of net profit and larger 
sales. 

The highest percentage of loss and the highest per- 
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My Store is Different 


(From page 121) 
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centage of waste is on Line No. 9, where the proportion 
of waste is greatest. The reason is slow stock turns (a 
rate of 0.66 times in a year). The average item in this 
line stays in the store eighteen months, when it should 
stay only three months, if the line is to make even as 
much as 3 per cent profit. 

In this line, whenever a dollar is taken in for goods 
sold, an article is handed out that costs a fraction over 
$1.27 (cost of goods, 75.7c., plus cost of doing business 













ye Y via 
Sterling Silver Is Now 
A Good Investment 
Due to the present low price of Sterlin 
Bullion, retail prices Fate be alt 
along the Sterling Silverware front. Put- 


chases made now, may therefore be re- 
garded in the light of an mete | 


We show patterns by America’s finest 
and most noted silversmiths. 


WELD AND SONS 


Jewelers since |854 
@I7 NICOLLET. AVENUE 
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Attractively displayed copy 
on this particular line, 51.9c., equals $1.27 plus). A little 
study on Line No. 9 gives a clear picture of what slow 
stockturn really means. 

Looking at the matter as a whole, it means that the 
cost of carrying the goods in stock is six times as much 
as it should be, because the goods stay six times as long 
as they should. Therefore the rent charged against the 
line is six times what it would be if the stock had turned 
once in three months instead of once in six months. 

The space occupied by this line is worth $2.10 a month. 
If the goods stayed only three months the rent to be 
charged against the sales would be $6.30. The line must 
be charged with six times this amount, or $37.80 because 
the space is occupied 18 months instead of three. The. 
waste on rent alone, therefore, amounts to exactly $31.50 
on Line No. 9. 

To this waste of rent must be added the waste of 
interest on capital invested six times as long as it should 
be, also waste of insurance, taxes and miscellaneous fixed 
expenses on goods kept in stock six times as long as 
necessary. On top of this is the waste of depreciation. 
These goods must be marked down before they are sold. 

This brings us to the real reason of all this waste. 

The jeweler had been trying to sell goods to his cus- 
tomers that they did not want to buy. Something was 
wrong with the goods: price, style, material or kind. 
The jeweler had made a mistake on Line No. 9 and had 
let more than a year go by without stopping his loss. The 
result is waste, almost unbelievable until the facts are 
made to tell their story. 
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RIGINAL CREATION S+ 








in 
“OUR MERCHANDISE SOLD BY EXCLUSIVE 
YOU TO YOUR CLIENTELE DIAMOND 


BUILDS A FOUNDATION FOR JEWELRY 
YOUR ESTABLISHMENT ” for your call 





MARQUISE 





EMERALD CUT 


The creation of jewelry worthy of this slogan has 
made the success of this business and brought 
appreciative and profitable patronage to our 
customers. 


You will be impressed by an inspection of our 
Fall and Holiday originations. - 


(below) Diamond Choker designed so that the 
center section can be removed and worn as a 
brooch and the straps as bracelets; or as it is 
shown—two complete diamond bracelets. 
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The House of Quality and Value 


MARCUS FELDMAN 


Established 1899 
Paramount Building, 1501 Broadway 
New York City Tel. LONgacre 6690. 























Federal Trade Commission Files Complaint 
Against Chicago Jewelry House 


WasHIncrTon, D. C., Sept. 12.—A formal complaint 
has been issued by the Federal Trade Commission against 
Frank W. Alter of Chicago doing business under the trade 
names of Alter & Co. and the Egyptian Gem Co. 

The Commission states that Alter is engaged in the 
wholesale and retail sale of jewelry “including rings, 
stickpins and other articles.” Sale is made, the Com- 
mission states “to various individuals, firms and corpora- 
tions, dealers therein who purchase jewelry for resale, 
and etc., others, members of the public who purchase in 
various States of the United States.” 

The Commission states that ‘among the articles of 
jewelry sold by correspondent, are finger rings and stick- 
pins in which pieces of glass and stones and gems of slight 
value are set, or mounted, facet cut, in the form, shape 
and size of diamonds or other gems.” 

Continues the Commission, “during the times referred 
to herein, the respondent furnished, sold and delivered 
and still furnishes, sells and delivers to the retail trade 
and to the said various individuals, the purchasers of 
these finger rings and stickpins, certain printed coupons, 
which carried pictorial illustrations of rings in various 


designs, in which stones or gems purporting to be diam- - 


onds and other valuable gems were represented to be set 
or mounted, and respondent also furnished, sold and de- 
livered and still furnishes, sells and delivers, therewith 
to the purchasers, of these rings and stickpins certain ‘Cer- 
tificates of Guarantee.’ ” 

The Commission points out that “instead of diamonds 
or other precious stones or gems, pieces of plate glass or 
other glass, facet cut, or mined stones of small value or 
imitations thereof, were set or mounted in the rings, 
stickpins and other articles of jewelry. The said rings 
and stickpins were not diamond rings or diamond stick- 
pins.” 

The Commission charges that this constitutes “unfair 
methods of competition in commerce within the intent and 
meaning of the law.” 





Retail Credit Survey of Sixty-Eight Jewelry 
Stores Covering First Half of 1929-1930 


WasHINGTON, D. C., Sept. 12.—The Department of 
Commerce recently published the results of a nation-wide 
survey of retail credit. Upon the completion of the re- 
port the National Retail Credit Association requested 
the department to collect this “extremely useful informa- 
tion” on a regular basis. ‘The department was not able 
to undertake the work on a large scale but will collect 
this information semi-annually for seven types of stores, 
including jewelry stores, in 24 cities. 

A survey has just been completed for the period Jan- 
uary-June of this year and last year. 

Taking up the kind and extent of the credit business 
during this period in 68 jewelry stores and giving the per 
cent in weighted averages the department found that for 
the 1929 period the cash sales were 27.4 compared with 
28 for the same period this year. In open credit the 1929 
average was 55.8 compared with 54.3 for the same period 
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of this year. For instalment buying the 1929 average 
was 16.8 compared with 17.7 for the same period of 
this year. The total sales show a decrease this year 
for the period mentioned of 19.5. 

The per cent collected monthly in 39 jewelry stores 
for the same six months period of. this year was 36.7 for 
open credit. In this case and the following the per cent 
is the simple average of percentages, that is the sum of 
percentages divided by the number of stores. Of 25 
jewelery stores instalment credit collections for the six 
months period was 18.9. 

The total loss of fraudulent buying for the six months 
period this year in 33 jewelry stores was only $607 or 
.01 per cent, which is exceedingly low compared with the 
other businesses shown in the tables. 

Returns and allowances are taken up for 36 jewelry 
stores for the same period of this year, and last year. The 
same simple average of percentages are used as in a former 
case. Returns percentage to cash sales in the six months 
of last year in these 36 stores was 1.8 compared with 2.2 
for the same period of this year. In open credits for 27 
jewelry stores the returns last year were 8, compared with 
7.7 for the same months of this year. Returns on in- 
stallment buying in 18 jewelry stores for last year were 
16.6 compared with 19.1 for the same months of this year. 


June and July Employment in Jewelry Factories 


WasuHincTon, D. C., Sept. 8.—Reports received by 
the Bureau of Labor Statistics, department of labor, from 
118 jewelry manufacturers showed their June employ- 
ment to have been 13,081, decreasing in July to 12,641, 
a decrease of 3.4 per cent. Weekly payrolls in these 
plants in June amounted to $335,629, decreasing in July 
to $311,109, a decrease of 7.3 per cent. 





Two Women, a Bracelet and a Careless Salesman 
(From page 111) 


That’s impossible. Things look bad for me, but—” 

“Tf you’re on the level,” said Dowd, pausing for mas- 
tication, “if you are, you played into Lady Lucy’s hands 
just the same. One customer at a time, you know, and 
don’t take you reyes off him. Man it’s people forget- 
ting about that that booms my business! Come on you 
and I are going to pay a social call on Mrs. Wilson- 


Grimes.” 
* * * * 


A week later Martin Dowd came out of the executive 
offices of Felper & Co., and stopped at the counter 
where Fielding was standing. 

“We've nabbed Lady Lucy. One bracelet wasn’t 
enough for her. We put two of ’em on her.” 

“Mr. Dowd, I want to thank you for helping me—” 

“Forget it, man. It was your own record that cleared 
you.” 

“But what about Mrs. Wilson-Grimes? Did she—?” 

“She’s owned up. She’d lost a lot at contract to Lucy’s 
crew and she couldn’t pay. Well, so long. After this, 
one customer per once, and keep your eye on him—espe- 
cially if it’s her.” 
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Women Are Now 
Jewelry “Style 
Conscious”— 





Retailers will admit that the newer style jewelry sells faster. 


The VARNISTAR, a new and charming jewelry importation, 
is capturing the enthusiastic approval of America’s most fas- 
tidious and fashion-wise women. Individually cut and per- 
fectly faceted from the finest quality clear white crystal—for 
use with either formal or sports attire of any color—the 
VARNISTAR makes a most acceptable gift for birthdays, 
anniversaries, official presentations or other remembrance 
Occasions. 


For a true appreciation of the VARNISTAR you must see 
it—observe its inimitable brilliancy—its reflected diamond 
coloring—how it adds new beauty to smart apparel. 


Available in four pendant sizes and matched earrings— 
sterling silver or white gold mountings and chains—it is 
moderately priced. Also available in GENUINE AME: 
THYST, TOPAZ and other semi-precious stones. 


Women will be attracted to the VARNISTAR when dis- 
played. Nearly 1000 jewelers can attest to its ready sale- 
ability. 


Send for descriptive literature. 












































STEPHEN VARNI Co., 


Importers of Unusual Gems, Necklaces 


Antique and Florentine Jewelry 


15 Maiden Lane New York 


Pacific Coast Representative: Trade Mark 


BEN NORDMAN, Hotel Alexandria, Los Angeles, Calif. 












for Coinage 


Dr. George F. Kunz, Noted Expert Offers 
This as a Remedy to Stabilize the Eco- 


nomic Situation in the Platinum 


Market 


To stabilize prices 
on platinum metal, Dr. George F. Kunz, in his annual 
report on “Platinum and Allied metals,” urges that the 
metal be used for coinage as was done in Russia, a cen- 
tury ago. Doubtless, his suggestion will cause much con- 
troversy both among economists and jewelers, but Dr. 
Kunz makes a case on economic lines in the first part of 
the report on production of platinum and allied metals 
of last year which he has just compiled for ‘Mineral 
Industry” and which will be used as a separate chapter 
* by that body. In this connection, the report says: 


“The outstanding features of the platinum industry 
in 1929 were the continued increase in production, 
which is now apparently reaching the saturation point 
of consumption under present conditions, and the cor- 
responding reduction in price which resulted from 
competition for the market. There seems to be only 
two possible solutions of this difficulty—either an ac- 
tive campaign of research for the development of new 
uses, or an organized control of production and mar- 
keting, such as already exists in the diamond indus- 
try. Due to the diversity of interests in production, 
control seems a remote possibility, but if further in- 
creases in production force the price still lower, eco- 
nomic pressure may serve to bring the higher-cost pro- 
ducers into line, while the lower-cost producers would 
be influenced by the margin between the controlled 
cost and the lower price that would prevail under free 
selling. In case firm control could be established, the 
writer suggests that a possible use for considerable 
amounts might be found in coinage. This was done 
in Russia a hundred years ago. 

“There are many advantages to be reaped in the 
use of platinum for coinage that make the question 
worthy of serious consideration, not only in those 
countries in which increasing production make it prob- 
able that there will be an excess above the supply 
necessary for technical and industrial uses, but also 
in the United States, where little is produced, but in 
which a large percentage of the world’s output is 
used. 

“Assume, for example, that the price be stabilized 
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Dr. GeorGE F. KUNZ 


at $50 an ounce. When excessive production tends to 
bring the price below this point, the purchase of the 
excess by governmental authorities for coiange would 
support the market and keep it approximately on an 
even basis. The use of platinum in coinage in this 
way, would serve a double purpose. It would enable 
countries producing an excess supply to find a profita- 
ble market for their output, and would enable coun- 
tries like the United States, having a heavy demand 
but an insufficient domestic production eventually to 
build up an extensive reserve of platinum. In the 
event of an increased industrial demand, sufficient to 
raise the price appreciably above $50, the reserves in 
coin could be drawn on to satisfy the demand. In 
the event of war, with its accompanying heavy de- 
mands and consequent increase in prices, an extensive 
reserve of platinum in coinage would be a safeguard, 
the value of which would be difficult to estimate. 

“Another consideration is the convenience of the 
smaller coins that would result. With platinum hav- 
ing a specific gravity of 21.5 and a value of $50 an 
ounce, as against a specific gravity of 19.3 and a value 
of $20.67 an ounce for gold, a $20 platinum piece 
would be about 20 per cent less in weight than a $10 
gold piece, and 30 per cent less in size, and a $50 
platinum piece would be about the same weight as 
a $20 gold piece, but would be about 10 per cent 
smaller.” 


The report is full of valuable statistics in connection 
with the platinum trade, both in regard to the produc- 
tion of platinum in the United States and in other coun- 
tries, together with import figures of various years on 
each of the platinum metals separately. 

In connection with the consumption of platinum, the 
report verifies the figures previously issued by the gov- 
ernment to the effect that last year, the proportion of 
platinum used by jewelers fell off slightly, amounting to 
93,078 ounces out of a total of 191,619, or about 48% 
per cent. The chemical trade used about 1144 per cent, 
the electrical trade about 21%4 per cent, and the dental 
trade, a little over 13% per cent. 

(Turn to page 263) 
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n cresting ESL OTIAN kimoto Dearls 


GENUINE PEARLS CULTIVATED 


WENTY-THREE years of experiment 
were spent by Mr. K. Mikimoto in de- 
veloping a perfectly spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of 
care by the diving girls must follow before a 
sizable pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 
Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or 
young pearl oysters. 

The pearl culture farms of Mikimoto which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 

Mikimoto Pearls are excellent merchandise 


and sell profitably. 


K. MIKIMOTO | 


535 FIFTH AVE. NEW YORK 








Be Ready for Business Revival 
Says Henry Tilden, President, 
The Spaulding-Gorham Co., Chicago. 












When the upturn in business arrives, successful jew- 
elers will have taken advantage of the period of depres- 
sion to put their houses in order. 






When business is good, things that need correcting 
and practices that can be improved, are easily overlooked. 
Dull times give opportunity for introspection and self- 
examination, and if availed of provide one to secure com- 
pensating increased patronage when demand increases. 










Meet fall business with a clean, well-arranged and 
balanced stock—sales people primed to render courteous 
and intelligent service. Be sure to have prepared in ad- 
vance a definite plan of sales promotion and advertising— 
and work it. Prevent your inventories from getting 
beyond control. 
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Business Broadcasts 








Balanced Stock Increases Profit 
Says Leo J. Vogt, President, 


Hess & Culbertson Jewelry Co., St. Louis 


Ultimately it is the net profit at the end of the year 
that counts. There are a number of fundamentals of 
profit which every jeweler should keep constantly before 
him. 

Keep your stock well balanced but low as possible 
and in a position to buy your needs at all times. Carry 
fewer lines in various departments, select one or two 
good lines in each department and carry a full stock. 
This will increase turnover, avoid mark down and in- 
crease your net profit. 


Obtain merchandise sold exclusively by your store. It 
will afford you an opportunity to get the necessary mark 
up which is so vital in securing a good net. Adopt a 
system which easily reveals the age of your stock and 
dispose of the old merchandise regardless of cost. 


a 
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WM. 8S. HEDGES & CO. 


IMPORTERS 


DIAMONDS 


Established 1878 
Incorporated 1911 


20 W. 47th ST. NEW YORK CITY 


FRANK JEANNE, President 

Cc. L. BLEECKER, Vice-President 
DANIEL PRICE, Secretary 

WM. C. GRUNER, Treasurer 



































“BUY FROM THE 
CUTTERS” 



























































Emeralds Catseyes 
Rubies Star Rubies 
AMERICAN GEM & PEARL CO. Sapphires Star Sapphires 
Dealers . . Cutters . . Importers Chinese Jade 
SIX WEST FORTY-EIGHTH STREET Black Opals Aquamarines 
—_ and other 
London Paris 
Precious Stones 





























Prominent Jewelry Manufacturers Discuss 
Jewelry Fashion Trend 


(From page 135) 


According to a survey made in the European mar- 
kets by Mr. Ogush of Katz & Ogush, “there will 
be no radical changes in the designs of fine jewelry for 
the Fall and Winter.” He has just returned from 
abroad and says that the tendency seems to be to stick 
to simple lines without color, except in very extreme 
pieces. 

“In higher priced goods we expect the call for mer- 
chandise without colored stones, principally fancy dia- 
monds with baguettes predominating. 

“It is our opinion that in large stones the emerald 
cut will have the call.” 

ee 

“We are not looking for very much change in the 
styles of fine jewelry for the Fall as compared with 
other seasons, yet there will be differences that will 


make the Fall and Winter jewels stand out from their - 


predecessors. “The tendency manifest abroad in the use 
of larger stones will undoubtedly be reflected in this 
market, and also the tendency toward striking color 
effects,’ said Meyer L. Robbins, general manager of 
Untermeyer-Robbins & Co. 

“Rubies, of course, have been growing more popular 
and we will see more red jewelry, while the spread of 
the use of velvets and heavy materials will probably give 
greater scope for the opaque stones than in the past. 

“In outline and design, there will be but slight changes 
from the more beautiful pieces of Spring as the more 
radical and bizarre motifs that have appeared abroad 
will take a long time to make headway in the American 
market even if they are not rejected entirely.” 

©? 

“I believe there will be no radical changes in the 
designing of fine jewelry,” said J. W. Mayer of Powers 
& Mayer, Inc. “The dominant feature and trend in 
style and color will be on a conservative basis, with 
values dominating. 

“There will be no particular gem that will sell more 
than any other. Of course, diamonds have been and 
always will be the premier selling stone.” 

©o 

Among other leading jewelers who expressed the 
opinion that there would be no radical change in the 
designs for the Fall was Byard F. Brogan of Phila- 
delphia, Juergens & Andersen Co., and J. Milhening 
in Chicago. ‘The last named, however, indicated that 
though there were no decided changes in fine jewelry 
of the early months of the Fall some radically new de- 
signs might appear later. 

None of these concerns expressed themselves as to 
popularity in color. 





Note—To a number of leading manufacturers we are in- 
debted for the illustrations on the preceding pages. To Walter 
P. McTeigue for the design of the beautiful bracelet showing 
massed rubies on page 131, and to Jacob Mehrlust for the other 
all-diamond bracelet on the same page. To Oscar Heyman & 
Bro. for three unusual brooches, the two beautiful specimens of 
colored gems and diamonds on page 133 and the all-diamond 
brooch on page 135, and to Katz & Ogush for the designs of 
diamond necklaces on pages 133 and 135 and for the brooch on 
the upper part of the latter page—Editor of THE JEWELERS’ 

IRCULAR. 
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MARQUISE 
and 
EMERALD CUT 


DIAMONDS 


The MARQUISE Diamond 





Sapphires, Star Sapphires 
Emeralds and Pearls 


++ 48Re+ 


Jerome Richheimer 


Importers and Cutters 
FANCY CUT DIAMONDS 


20 West 47th Street 
NEW YORK 
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The growing demand 
for the Star Sapphire is 
merely a natural tribute 
to this fascinating gem. 


oh Se, as i i AIP @& 


An extensive line of 
Star Sapphires and Star 
Rubies in Rings, Cuff 
Links and Dress Sets. 





GEMS OF FASCINATION 


Louis N. Marx 


551 FIFTH AVENUE NEW YORK 

















Announcement 
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A DIAMOND BROKERAGE HOUSE, similar to European brokers, 
is now operating in New York and INVITES the business of repre- 
sentative concerns. 


Our offices and many years of experience in the diamond industry 
are at your disposal. 


When in New York on a buying trip make your headquarters 
with us, which enables you to purchase to advantage due to our 
constant touch with prevailing market conditions. 


Mail and telegraph orders executed with the greatest care and 
goods sent on approval. 


No charge to you, the seller pays 2% commission. 


We solicit your patronage. 


SOL. VAN WEZEL 
74 West 46th Street, New York City 





























Detroit Jewelers Want 1931 A. N. R. J. A. 
Convention 


Detroit, Micu., Sept. 8.—Retail jewelers, under the 
leadership of William P. Fenske, president of the Mich- 
igan Retail Jewelers’ Association, express confidence that 
the 1931 convention of the A. N. R. J. A. will come to 
Detroit. 

Mr. Fenske, with a large number of Detroit retailers, 
will attend the convention in New York. He says many 
of the national leaders are favorable to Detroit for the 
1931 annual gathering. He also says that Detroit next 
year will be a Mecca for jewelers, manufacturers, whole- 
salers and retailers from all over the country. The State 
convention has been scheduled for early May. It is 
planned on this occasion to hold a regular jewelry ex- 
hibition. Booths will be available for displays of every- 
thing that pertains to the jewelry business. This will 
be a new feature—something that has not been attempted 
before by the State retail organization. 





Revival of European Diamond Trade Is Expected, 
Says a Netherlands Report to Washington 


WasHINGTON, D. C., Sept. 7.—A revival in the dia- 
mond trade is expected toward the end of the summer 
in connection with Christmas purchases in the Nether- 
lands, according to unofficial reports recently received 
here. 


Demands have been received already, it is stated, 
from several countries, even from British India, Italy 
and also from Spain. The temporary restriction has no 
doubt been a favorable factor as the stocks of polished 
diamonds on the market were not plentiful. 

The passage of the American tariff law in June, it is 
pointed out, must be considered a favorable factor to 
the bona fide diamond trade, as the import duties have 
been decreased from 20 to 10 per cent and the smuggling 
of diamonds is no longer remunerative. As the Amster- 
dam trade did not profit from this traffic, the Amster- 
dam market will be benefited most by the abolition. 


It is stated in the report that the first quality goods 
desired for the United States, contrary to expectations, 
did not increase in price, but upon a recovery of busi- 
ness in the United States, it is believed that the demand 
will revive, as the stocks in the trade in America are 
very small. 

The market for more ordinary goods shows an im- 
provement from which Antwerp particularly is profit- 
ing. Reports from South Africa state that the Syndicate 
now purchases all alluvial diamonds, with the result 
that considerably smaller supplies arrive from there on 
the Amsterdam and Antwerp markets. 

Now that the market shows signs of recovery, the 
report says, the Syndicate believes that a certain scarcity 
of stones will arise. This seems probable, the report 
points out, now that the alluvial production is so limited. 

Now that the worst of the crisis has been passed, says 
the report, it mav be said that conditions in the dia- 


mond trade are favorable, as compared with other prod- 
ucts. 
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BRACELET LAYOUTS .... 
SPECIALISTS IN 

HIGH GRADE CALIBRE — 
FINE LAPIDARY WORK 


is, 


36 West 47th Street 
New York City 
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Higher standards of manufacture, 
finer materials and original de- 
signs, our product holds a 
place all its own among 
the better grade 
of Jewelry. 


Special Orders on Rings, Bracelets, 
Brooches, Chokers, etc., 
Promptly Executed. 


D. & I. JEWELRY MFG. CO. 


INCORPORATED 


Makers of Fine Platinum Jewelry 


74 Lafayette Street New York 
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UY Manufacturers Exclusively 
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o ‘WHOLESALE TRADE 

I) DIAMOND RING 
MOUNTINGS 
From Our Own Original Designs. 

; “K&E” Diamond Ring Mountings Sell on Sight. 
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i H. R. Benepicr & Sons | 


INCORPORATED 


BLACK 
PEARLS 


Direct from Source 


IMPORTERS and 
CUTTERS of | 
PRECIOUS| 
and 
FANcy 


STONES 











Unusual, Large Selection 


ANTIQUE JEWELRY 






Olga Tritt 
730 Fifth Ave, New York 


CIRCLE 6171-2 


NEW YORK 
62 WEST 47th ST. 


PROVIDENCE 
212 UNION ST. 
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Right: Tue Earty AMERICAN 
STYLE, PLAIN or ENGRAVED is ideally 
suited for dining rooms which ex- 
press the spirit of early American 
days. 








Left: THe ApaAm SrtyLe for stately 
Georgian dining rooms, wherever the 
elegance and dignity of the late 
Colonial period finds expression. 


HE MODERN HOSTESS sees her Silver not only as a thing of beauty (uf 
in itself. She considers it as an integral part of a decorative ensemble. TASUTe 
She chooses it as an accessory to harmonize with the style of her furniture VS 
and all the related appointments of her dining room. For this modern way ae Oe 
of buying STERLING “Treasure” silversmiths have created patterns spe- STERLING 925/1000 FINE 
cially designed to fit the best accepted styles of present day decoration. 


ROGERS, LUNT & BOWLEN COMPANY Member of the Sterling Silversmiths Guild of America 
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Right: THe GRANADO pattern lives on 
terms of intimacy with dining rooms 
done in the Spanish or Mediterranean 
manner. 


Treasure 


VS 
TRADE Be MARK 


STERLING 925/1000 FINE 
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Left: In dining rooms where the 
early English styles have been 
adopted, either THe Mary II or 
WILLIAM AND Mary STYLE’ is 
smartly correct. 
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S YOUR STORE ‘still selling Table Silver as jewelers did in “the gay 
’—on the “pretty pattern” argument—or, are your salespeople 
well informed on design and decoration, as are your modern women customers 
today—and selling the ensemble way, rendering a real service to hostesses of 
your community? If they are—then “TREASURE?” patterns will definitely 
add to your success and further establish your store as headquarters for 
smart STERLING of correct, authoritative style. 


nineties’ 


Silversmiths Creators of Distinctive Tableware GREENFIELD MASSACHUSETTS 
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“Finesse” 


“Reflection” 


“Trend”’ 


The Wallace Silversmiths cordially invite all jewelers 
and all delegates to the National Jewelers Convention 
to visit their elaborate display at the Wallace Galleries, 
111 Fifth Avenue, N. E. Corner 37th St., (Opposite 
liffany’s) New York. 





nnouncing 


931 Designs 


Uniquely in keeping with the reputa- 
tion Wallace has earned for leader- 
ship in Dresser Silver . . .. . 


ACH design denotes an individual triumph, 

a distinctive achievement based on true 

standards of beauty and artistic value. There is 

not a trite model in the entire Wallace presenta- 
tion. 


The Reflection motif is the same as our new 
Reflection pattern in sterling flatware which 
piled up the largest number of votes as FIRST 
CHOICE in the 1930 Critical Test among a large 
group of women of unquestioned good taste. The 
collection as a whole, you will agree, is delight- 
fully varied. Each piece merits the Wallace 
reputation for supremacy in the exacting field 
of dresser silver services. 


Another point—Wallace has made it easier this 
year for the jeweler to get dresser silver business. 
It has backed its peerless line with radio and 
magazine advertising. 

As recently as the first of July one of the leading 
southern jewelers wrote: 


“Several calls have been made for Wallace 
Dresser Silver, which have resulted in rea- 
sonably good sales!” 
Certainly the 1931 designs—now ready for de- 
livery—ought to be money makers for you. 


R. WALLACE & SONS 
MFG. CO. Silversmiths 


Wallingford, Conn. 


New York, 411 Fifth Ave. Purapetpui, 1204 Chestnut St. 
Cuicaco, 10 So. Wabash Ave. SAN Francisco, 140 Geary St. 


Wallace are designers and makers of tableware, dresser silver 
and trophies in Sterling; tableware and trophies in Silver Plate; 
Early American and De Luxe Pewter...... Founded in 1835. 


MEMBERS OF THE STERLING SILVERSMITHS GUILD OF AMERICA 
















POINTED ANTIQUE 



































































2 4 6 8 12 Breakfast Lancheon Dinner 
Fea Spa ° 15.50 16.00 Spoor Spoon fea op 
3 ) 5.59 254 
5.84 23.354 ee 7-687 70.00 
Gaall Mnite 5.59 14.34 “21. ° 43.00 - “ r) 
- 9.42 ° 56.50 234 115.00 . 
Salad Fork 3.00 12000 16000 24000 36.00 Salad Ferk Salad Fork 
- ae 49.67 74.50 149.00 . 
ssert Se 14.54 21.50 45.00 Cerea Dessert 
ert Spoon = BY 286 87 Spoon Speco Soup Bpocs 








Butter Spreader 2.42 9.67 14.60 19.34 35.00 Butter Spread.Butter Spread. 
= 110.60 147.34 221.00 








18. 
Bouillon Spoon 2.08 









































































































Boullion Sp. 
56°66 88°06 18500 184200 44E-O 
Coffee Spoon ° 4.17 6.25 Coffee Spoon Coffee Spoon 
21.55 686.17 129.65 173.34 286.50 Le 
Ioed Tea Spoon 2.92 - 11.67 17.50 23.54 35.00 Iced Tea Spe 
24.46 97.04 146.76 195.67 295.060 
Oyster Fork 1.75 7.00 10.50 14.00 21.00 Oysters & Oysters & 
26.01 104,64 157.25 209.67 $14.00 Lobster Cktl. Lebster Cktl. 
Soup Spoon 3.59 14.54 21.50 26.67 45.00 ~~ Soup Spoon 
29.60 119.17 178.75 256.54 357.00 
Orange Spoon 2.75 11.00 16.50 22.00 55.00 Orange or Fruit Fruit 
32.65 50501? 195.25 260054 390.50 Grapefruit Cocktail Cooktail 
Large Fork 6.54 21054 52.00 42067 64200 Large Fork 
| 8 sa ers 227.25 305.00 464.50 ; 
|| Targe Knite on 16.67 25.00 35554 50.00 Large Enite 
168.17 252.05 356.54 504.00 alk 
Beall Fer eae ee Tea Spoon 1.26 5200 7660 10000 15.00 Afternoon Tea Frait cock- 
a 175.17 259.76 a 619.50 Fruit Cooktail tail 
Ice Cream Fork 200 Se e Crean e Cream 
Fe 164.17 276.36 ae 552.50 
sh Knife e 54 e 200 e 8h 5 'e 
| 55015 212.50 $18.76 EG 637.50 
|| Fish Fork 5.00 20000 30.00 40,00 60.00 Fish Fork Fish Fork 
i e1S 252.00 346.75 465.00 A 
e e le e le e e 
61.46 245.64 368.75 451.67 757.50 
Tea Forks 36.00 doze 53 Table 16.00 Silwer handles, S.S. blades 
Berry Spoon 7.50 = 9.00 Ice 
Bon Bon Spoon 2.250 Jelly | 
Bon Bon Tongs 3.00 _lemon Fork 1.75 ot Server ae: 5.00 
Butter Knife 4.25 Mayonnaise Ladle 3-00 2 4.50 = 5.00 
Butter Pick 2250 Olive Set 5.50 Steak Carvers 10.00 
eat Fork 5.50 = 6.00 Preserve Spoon 6050 Game Carvers 20.00 
Cream Ladle 3.50 Salad Set 15.00 = 15.00 Roast Carvers 24.00 
Cucumber Server 6.00 Sugar Spoon 2.75 
Fish Set 31.00 Sugar Tongs 3.75 
Gravy Ladle 4.25 = 6.50 Tomato Server 9.00 














The accompanying chart 
is an example of a clever idea of William Wright, man- 
ager of Galt & Brother, Washington, D. C. These 
sheets are being arranged for all silver flatware patterns 
carried in stock, separate sheets for different weights. A 
strip of linen binding is then added to the edge and 
How the Customer they are inclosed in a loose leaf leather binder. 

In the final copy, the second row of figures was done 
in red for greater emphasis. As can be seen at a glance, 
by either customer or salesman, the value of this arrange- 

FILLS IN ment is the ability to see how much one can purchase for 
a certain sum, what one needs for correct service, and the 
popular unit idea. 

This, in particular, is of the greatest benefit as all cus- 

F rom Stock Patterns tomers like to know what four or eight of so and so will 
be and here all figuring is obviated and one can easily 
compare prices. 

In arranging the items Mr. Wright has placed them 
in order of necessity and popularity. The customer is 
sure to be interested in comparing totals of the same 

pattern in medium or heavy weight and surprised to find 
how slight the difference on an entire flat service. 
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Robert Bruce 


A name that, six hundred 
years ago, stood for great 
strength, simplicity and 
leadership. Robert Bruce 
was a descendant of a Nor- 
man baron who came to Eng- 
land with William the Con- 
queror. In 1314 his single- 
handed combat with an Eng- 
lish lord precipitated the 


independence of Scotland. 





GRAFF, WASHBOURNE & DUNN 


Silversmiths 
OFFICE AND FACTORY 


142 WEST 14TH STREET 
We invite you to our factory 




















A DISTINCTIVE 
DESIGN 
IN SUPERIOR 
FLATWARE 








We have named our new flatware 
design for Robert Bruce. Like 
him it exemplifies strong sim- 
plicity and distinction. 


Like the Bruce family it origi- 
nated in Normandy, for our de- 

sign was inspired by an actual 

old Norman pattern. 


Graff, Washbourne & Dunn Ster- 
ling Hollowware has long held 
the premier place in this field 
of fine silver. 


The fine workmanship and unusual 
design of the Robert Bruce make 
it equally outstanding in flat- 
ware. 


We solicit inquiries on special 
order work -in hollowware. 





Trade Mark 


oOo, 


Manufacturers of 
the finest in silver- 
ware for more than 
30 years. 




















NEW YORK CITY 














October, 1930 


























The Old Mug Herself 


The Famous America Cup, 
father or mother of yacht racing trophies, is again before 
the public as a result of the coming international yacht 
races between Sir Thomas Lipton’s challenger and the 


American defender. For nearly three generations this 
cup has been in the public eye as a symbol of supremacy 
of the American yacht and the publicity attached to it has 
been a factor that has influenced the silver trade here, 
both in establishing a great precedent for silver trophies 
for yachting races and also for the stimulation it has 
given to the manufacturer of such trophies. 

Though it has resulted in the demand for many beau- 
tiful and artistic American yacht trophies, the 4 merica 
cup itself, is one of the most atrocious pieces of silver 
from the standpoint of art and design that has ever come 
out of England. Belonging to an age of English silver- 
smithing art that many of us would like to forget, it has 
neither grace nor beauty, nor is it an example of any 
style in silversmithing. It may be termed a combination 
of heterogeneous motifs and details, all of which were 
old at the time this design was made. In some respects 
it resembles some of the designs of the 16th century, yet 
the bulbous ornamentation seems to be taken from the 
hanaps of the 17th century. The handle is probably its 
ugliest feature. 

But ugly as it may be, the America cup will ever be 
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revered for what it stands for, and millions have been 
spent by the challengers to wrest it from the possession of 
the Americans and even greater sums by the American de- 
fenders to keep it here are tribute to and in worship of, 
its symbolic significance. 

Exclusive of its pedestal, the cup stands 27 in. high, 
weighs about 134 ounces and cost originally 100 guineas. 
It was made in 1849 by’ the English house of R. & S. 
Garrard and originally known as the “Queen’s Cup.” 
It was won by the schooner yacht America in the race 
at Cowes, England, August, 1851, since which time it 
has remained in the United States. It was presented by 
the owners of the America to the New York Yacht Club 
to be held as a perpetual challenge cup and such it has 
been for the last eight decades. 





al 


Reproductions of Silver of Our Forefathers 
Exhibited at New England Colonial Village 


One of the chief centers of attraction for the thousands 
of tourists visiting New England this year was the model 
New England Colonial Village on the Eastern States 
Exposition grounds in Springfield. From June 15 to 
Sept. 1, and from Sept. 14 to Oct. 1 the village was open 
daily to the public, offering to those interested in early 
Colonial architecture, furniture and sterling silver, a rare 
opportunity to see and intimately inspect an ideal early 
American community in its entirety. 

The village comprises a church, mansion, lawyer’s of- 
fice, red brick school house, store, blacksmith’s shop, farm 
house, tavern and store, Cape Cod cottage and town hall. 

To enhance the attractiveness of the Colonial Village, 
each of these buildings was furnished.in period and each 
structure had a hostess garbed in old-time prints and in 
the established fashion of the times. With two excep- 
tions, the furnishings consisted of almost priceless antiques 
obtained from famous New England collections. 

The other exception was the distribution of a compre- 
hensive number of sterling silver reproductions—tea 
sets, bowls, tankards, mugs, goblets, compotes, vases, etc. 
These pieces, selected because of their carefully chosen 
historical significance, beauty and strict authenticity, were 
placed each in its appropriate location throughout the 
various buildings, blending harmoniously with the dignity 
and simplicity of the period. 

The sterling silver reproductions were manufactured by 
Sterling Silver Division of the International Silver Co. 








Reproduction of Early Colonial Silver Bowl 


& 
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SELL THIS PATTERN 


—that makes a hit 


IN THESE SETS 


—that make a hit! 






Tuscany 7 Piece Tea Set $1075 Complete 






Tuscany, like all the other six Watson best sellers is na- 
tionally advertised in the best periodicals. And the Watson 
Company backs up the jeweler who stocks it with wonder- 
ful selling helps in direct mail folders, window cards, cata- 
logues and mats for striking local newspaper advertisements. 
Stock Tuscany and see your table-silver sales mount. Stock 
Tuscany and see your hollowware sales bring new big 
profits. 









































Tuscany in Sets 


New, Low Priced, Easy to Sell 


TUSCANY SMART SET 


OTHER 50 Pieces in Chest $120 
POPULAR SETS 


COMMENCE- 
MENT SET 


The Fundamentals 
For Four People 
14 Pieces in 
Lacquered Tray 

$32.50 


FOUNDATION 
SET 


Serves Four People 
Properly 
26 Pieces in 
Lacquered Tray 
$57 


HOSPITALITY 
SET 


The Essentials 
For Eight People 
59 Pieces in 
Lacquéred Chest 
172 





and here are 


AMAZING EXAMPLES OF THE 


FAMILY NEW LOW RETAIL PRICES OF 
SET SEVEN WATSON BEST SELLERS 

he C , — Priscilla Alden Teaspoons Med..4.$15 Doz. 
The For Ei. _" ice Tuscany Cream Soup Spoons....... $28 Doz. 
98 , Bom. in Governor Dummer Dessert Forks...$33 Doz. 
Solid Mahogany Chest Wentworth Dessert Knives......... $34 Doz. 
$295 John Alden Salad Forks........... $20 Doz. 
Navarre 2-Piece Steak Set.......... $10 Set 

John Adams Butter Spreaders......$20 Doz. 


THE WATSON COMPANY 


ATTLEBORO, MASS. 


NEW YORK CHICAGO LOS ANGELES 
347 Fifth Ave. 37 So. Wabash Ave. 643 So. Olive St. 


. 
























These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


BURGLERS INVITED 
TO TRY THEIR Luck 








Jewelers Deposit Customers’ Valuables 
Having expanded their capacity for fire and burglar proof 
storage of silverware and jewelry through an arrangement 
with the Central Nat’l Bank whose vaults and depository 
facilities in its new home, Schwarzschild Bros., Rich- 
mond, Va., advertised that they were prepared to 
extend practically unlimited facilities for those desiring 
to have their valuables thoroughly safeguarded during 
the summer period while away on vacations. The firm 
has been giving a service of this kind for some years but 
only on a small scale due to limited storage facilities in 
its own store. This 
is the first time 
that it has solicited 
such business 
through advertise- 
ments in newspa- 
pers. Not only 
does it guarantee 
the safeguarding 
of valuables _ re- 
ceived for storage, 
but it agrees to 
clean silverware 
at intervals and 
keep it from tar- 
nishing. 
Delivery trucks 
are available for transporting valuables. 
The firm is fully protected by bond against loss from 
any cause. According to Sol. M. Schwarzschild, the 
service charge is almost nominal. He is pleased with the 
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PROVEN PROFIT MAKERS 


That Get the Money 


results during the present season and has every reason to 
believe that it will prove exceedingly popular. 

William H. Schwarzschild, president of the Central 
National Bank, is also president of the jewelry firm. 


Penny-Wise Advertising Not Foolish 
Customers of a jewelry shop up in New York State were 
recipients not so long ago of a small, sealed envelope on 
which was printed the following copy: 


DO NOT OPEN 


Unless You Are Interested 
In Making Money 


Everyone who got one of these envelopes naturally 
opened it without much hesitation. 

Inside was found a bit of cardboard. Glued on the 
center of the cardboard was a brand-new Lincoln penny. 

Above the penny was printed the phrase: 

“A Penny for Your Thoughts” 
Below the penny was printed the injunction: 
“See Other Side” 

When the other side was turned, readers found an 

advertisement for the store. 


All for One—Always 
Let’s deviate a bit from the usual run of stores and look 
behind the scenes, into the workings of the jewelry busi- 
ness in the city of Ontario, Cal. 























As charming a town as one could find anywhere, is 


Ontario. Right in the orange belt, so that the air is 
always heavy with the fragrance of the scented blossoms 
from the nearby groves. 

There are three jewelers in this city, all within an 
honest-to-goodness stone’s throw of each other. Three 
good friends too, who work and play together. 

“We three agree,” is not only said but practised. 

Turn to page 179 








178 
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FINE COFFEE SETS 





SET No. 1036. Capacity of Pot 1% pints. Height 9'% inches. 
The Pot is a measured reproduction of a London piece by Wm. & R. Peaston, dated 1760. 





SET No. 1091. Capacity of pot 13% pints. 
The pot is a reproduction of one made in London in 1728. 


CURRIER & ROBY 


EXPERT SILVERSMITHS 


217 E. 38th ST. NEW YORK 
















































These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


Nearly all newspaper advertising is done collectively, 
as on such occasions as Mother’s Day, Silver Week, 
Christmas and the many other times a jeweler feels the 
necessity of appearing in the daily papers. These adver- 
tisements are signed “Your Jewelers.” ‘Then the names 
of Edgar Wight, Carl Hase and F. H. Smith. 

In many other cases these three work together. If one 
of the trio is short of a bit of material or is in need of 
a watch bracelet, or has possibly sold the teaspoons out of 
a set that must be delivered immediately, a call on the 
other stores saves the day. Considerable discretion is 
used in these cases, so that there will be no imposition on 
the friendship. 

“The Three Musketeers of Ontario,” we salute you. 
You are teaching a wonderful lesson in a fine, simple 
manner, which this busy world of ours sadly needs. 


Card Record Concentrates Purchases 
A California jeweler, who did not wish to be quoted, told 
me this one: Some special letter paper was printed. On 
the back was this heading: 


SILVER WARE RECORD OF— 


SP da 26s Uac5 sa oh eae wine dake ae 
RTT: Ey ae A ORO a 
Ns ious gine BS oi xGesivebewes 
re Date 


Under this was a list of all the silver items carried 
in the store, flatware in one column, hollow-ware in an- 
other. 





The face of the letter had the regular store heading. 
It is customary to send this form to brides soon after they 
have completed their honeymoon. The text of the letter 
conveys the information that the list on the reverse 
side of the letter is the store’s record of what wedding 
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PROVEN PROFIT MAKERS 


That Get the Money 


purchases were made. This record is on file at the store 
for future reference. It is always accurately kept, as 
whatever purchases are made from time to time are 
added to the list. 

The real value of this record is that the trade knows 
of its existence, so is very apt to concentrate its purchases 
in this one store, as the management is able to give definite 
information as to the silver needs of nearly any well- 
known family in the city. 


Credit Expressing Confidence 
A form letter sent out by a well-known Chicago jeweler 
to a selected list of well-rated people whose trade it was 
desired to obtain and retain read as follows: 

‘“‘We are very anxious to secure your business for our 
store. The inclosed card is sent for your convenience, 
and will establish 
your credit at 
either of our 
stores. On presen- 
tation to the man- 
ager you will be 
accepted as a 
charge account 
without any for- 
mality whatever, 
or any questions 
asked. 

“We are hope- 
ful that this will 
prove to be a ser- 
vice which yous 
can utilize to ad- 
vantage. Your 
business will be 
welcome.” 

Inclosed with 
the letter was a 
neat credit card, about the size of a small business card. 








Average Unit Sale Over $1,000 
It is usually the larger pieces or the high-priced merchan- 
dise that slows down stock turn, yet we find that Fitch- 
Bryant of Boston, an exclusive shop in the Back Bay dis- 
trict, regularly gets several times more capital turnover 
than many jewelers in the popular-priced field. This shop 
only handles diamonds, pearls and platinum jewelry, no 
silver, no novelties. The average sales ticket is in excess 
of a thousand dollars. 
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PRICES—ATTRACTIVE 


TRADE MARK 


STemume 


Weight—Good and Substantial 





Dozen 
Salad Forks (Individual) .............. $18.00 
SOI IRMDND) 355 6c Ss oso ou wv oseeaten ss 18.00 
ae. ae ee ee 15.00 
Dessert Knives (Stainless Blades) ...... 36.00 
ea See ee 30.00 
Ee PE, ENORUY. 5655 6 Case ais ss sin oes 18.00 
ee re 15.00 
ORT TOOE NEE ooo 05556 30 5.55 06 0.5 o's 12.00 


Retail Prices—Subject to usual Trade 
Discount 


Send for Complete Price List and Catalogue . 


MAKERS OF SCHOFIELD REPOUSSE 
Hollow and Flat Ware 

i Matching odd pieces in 

Sterling Silver our Specialty 


The SCHOFIELD COMPANY 

Designers and Makers of Sterling Silverware 

4 Jos. D. Little, Mgr. 

BALTIMORE, MARYLAND 
Established 1871 














“YOU ASK ME... 
"WHY IS THE 
CLAYBORNE 
PATTERN 
SELLING?’”’ 





“PIL tell you. In 
the first place, 
look at that pat- 
tern. It’s new, 
and fresh, and 
different. It has style—and that’s what sells merchan- 
dise these days. Look at it again—there’s nothing flimsy 
in that construction. That handle is made to be grasped 
—that base fashioned to prevent tipping. Clayborne table 
service is patterned to be used—and used it will be for 
many a year. You can’t see the thickness of the silver- 
plate from here, but take my word for it—it’s heavy; 
extra heavy. Why, there’s everything in Clayborne 
hollowware that’s required to make it a top-notch seller. 
And if you're not making money on it now, you're miss- 


ing out on something good.” 


President 


SHEETS 


ROCKFORD 


SILVERPLATE 


SHEETS-ROCKFORD SILVER CO. 
ROCKFORD ILLINOIS 

















Selling Silver to Boston’s Blue Stockings 


HE mode .of successfully handling the exclusive 

Boston blue stocking clientele where it honors a 

jewelry establishment with its presence is interest- 
ing in that many things which are considered good busi- 
ness in the usual high-grade store are just not done. 
One of the most conspicuous differences is that the 
Back Bay jeweler displays very little merchandise. 
Plenty of merchandise is available, but it is never shown, 
except on request. In the Hodgson, Kennard & Co. 
shop, for example, what to all appearances is solid wood 
work around pillars and against the wall, turns out to be 
clevely arranged cupboards, which, when opened, will 
reveal in one place an assortment of real stone gold cos- 
tume jewelry; in another place cigarette cases, and so on. 

Experience has taught the management that, were the 
stock completely open to view, that haughty Madame 
would sweep the store with an icy stare as she asked, 
“Is that all you have?” This “All you have” attitude is 
met by showing one cupboard at a time, so in the game of 
discovering something here, and something there, the 
patron unconsciously comes down from her high horse. 

In silver, both flat and hollow ware, the concealed 
stock is a decided asset in selling. It is unquestionably 
the best answer to the problem of keeping the trade from 
buying in other cities, finds J. H. Parks. 

The arrangement of the store is such that one may 
select sterling absolutely undisturbed, for the silver room 
may be completely shut off from the rest of the estab- 
lishment. 


There is one open silver display very sparsely arranged. | 
A few cupboards when opened show a pattern or two, but | 


the vast majority of the stock is kept in a series of 
trunks—59 in number—in the basement fire and burglar 
vault. When samples from a particular trunk are desired 
in the silver room, a pressed numbered button conveys the 
fact to the one in the stock room. Immediately needed 
samples are sent up in a steel-lined elevator. 

It is found advisable to let the customer lead the 
conversation until it is discovered precisely what he or she 
has in mind, then for the one selling to take charge of the 
transaction. Supposing tea sets are under consideration, 
then the customer seated in the silver room sees tea sets 
to her heart’s content. There are no antique silver, 
candle sticks, diamonds or even other patrons to distract 
her attention, nothing but tea sets. And then only in the 
type desired. This concentration is decidedly prolific of | 
results. 

Again, in an establishment of this type, many exclusive 
sterling patterns are made to order for even if the store | 
has several exclusive patterns, some of its clientele re- | 
quires an individuality that will not be seen elsewhere. | 
While a goodly amount of silver goes to brides, there are 
many of the older customers who desire pieces made either 
to match some set or a reproduction of some old English 
piece. 








The United States Customs Court will resume hear- 
ings in tariff cases, at New York, on Oct. 6. During the 
summer months few decisions of real importance were 
rendered. A number of highly important cases are pend- | 
ing however and in a few months litigation under the | 
Act of 1930 will begin to reach this tribunal. | 
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WEIDLICH STERLING SILVER 


snd, or, RADIANCE — 


the New 
The N 


RADIANCE 





In All Its 
Splendor 





Sterling 925/1000 Fine Silver 


Beauty — Refinement — Charm and Appeal 
Is Apparent at a Glance in These 
FOUR SPLENDID PATTERNS 


Generous Weights Interesting Discounts 
Write for Circulars and Full Descriptions 
See our display at the A.N.R.J.A. Convention, Penn. Hotel, New York 


WEIDLICH OTERLING SPOON Se) 


TH AVENLE 


NEW YORK * ALESRE > 
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CHANNELED WEDDING RING BLANKS 














FLAT OR BEVELED 
134 to 3% mm 
IN PLATINUM IN WHITE GOLD 


Channeled all way or part way around with varied 
depths and widths of channels. 


Azured all way and channeled all way or part 
way around. 


Azured part way around and channeled part way 
around. 


With any number of holes. 


The logical blanks in form, precision and variety 
for the stone-set wedding rings of today. 


Our plain, azured and channeled blanks are listed 
in Catalog M-31. 


May we send you a copy? 


The American Platinum Works 
N. J. R. R. AVE., AT OLIVER ST. 
Newark, N. J. 








VAUGHANS 
PEWTER WARE 


Vaughan Productions in Pewter have been awarded a high and 
special place among experts in arts and crafts*. In every piece 
is the clean-cut classic note, pleasingly blended with that fas- 
cinating quaintness which is the lure of pewter. In simple 
delicacy of line and infinite perfection in workmanship and 





material, each piece bearing the Vaughan imprint embodies 
that distinctive subtlety so elegant of this master craftsman's 


spirit and ideals. 





Berkeley Pewter 


¥ H. VAUGHAN 





- of Art and Crafts. 


This shop also makes a high grade 
line of Pewter, carrying a larger 
discount — meeting more popular 
demand — known as 
Pewter. Send for catalog of the 
Vaughan and Berkeley lines. 


* Awarded the Medal of Merit Boston Society 
Awarded the Arthur 


Heun prize, by Art Institute of Chicago. 


erkeley 








LH 











- Berkeley Pewter 


TAUNTON, MASS. 

















Making the Nation’s Capital Silver Conscious 


WasHINGTON, D. C., Sept. 6.—The Sterling Silver- 
smiths Guild of America has reopened its local head- 
quarters in the Chandler building, 1427 I St., N. W. 

Alexander Vincent, secretary of the Guild, in charge 
of the work here, is in close touch with the Washington 
jewelers explaining the plans of the Guild. The roto- 
gravure advertisements will reappear each week in the 
local papers beginning Sept. 14. 

Mrs. Stuart Northrop, authority on sterling silver, 
will resume her lectures Sept. 17 by appearing before 
the R. O. W. A. C. Club. She will address the Dis- 
trict of Columbia school teachers Sept. 19. 

The sterling silver style show will be held at the 
Willard Hotel, the latter part of November. Manu- 
facturers as well as local jewelers will participate at this 
time. 

Sales records of sterling silver manufacturers point 
clearly to the fact that there exists now a period of im- 
provement, according to Alexander Vincent, secretary 
of the Sterling Silversmiths’ Guild of America. While 
monthly sales volumes are still running somewhat behind 
the figures of last year, the spread has narrowed appre- 
ciably since last March, at which time the lowest point 
in the recession period was recorded. ‘The present period 
can be definitely accepted as the improvement interlude 
and should be of far-reaching significance to those who 
are seeking to anticipate the next period of active buying. 

Mr. Vincent says that it is absurd to argue that 
the current levels of bullion prices represent the range at 
which these prices will be stabilized over any long period, 





as the price of silver has always been determined, in the 
main, by economic and political conditions in China and 
India; it is ridiculous to suppose that these countries will 
indefinitely experience their present troubles. 

The adjustments that have been made in retail prices, 
moreover, have passed on to the consumer the full benefit 
of the current record low bullion values. Any appre- 
ciable strengthening of the bullion market would logically 
point to an upward revision in retail prices. The alert 
merchant, therefore, will stress this point with his trade 
and will so guide his own course in the period of im- 
provement that he can anticipate profitably the next 
bullish market. 








Depression of Silver and Platinum Industries in 
Stuttgart Districts of Germany 


WasHIncTon, D. C., Sept. 5.—The decrease in the 
cost of silver and platinum appears to have resulted from 
the depressed state of the industries using these metals 
according to unofficial information received here from 
Stuttgart, Germany. 

The home market for jewelry was the first to suffer 
but now the export market is even worse. During the 
past quarter, ending in June, there was noted a falling off 
of 20 per cent in the home trade and a decrease of 60 per 
cent in the export trade. Most of the factories are 
operating under part time and the proposal has been to 
adopt a three-day per week schedule. 

In a much better position than the jewelry industry 
was the plated silver tableware industry. 








. DO OUR SALES SHOW MORE THAN 
NOT BOASTF ULLY pur just WHY 15% INCREASE OVER 1929? 


BECAUSE WEIDLICH LINES ARE ALWAYS BUILT AND INTELLIGENTLY PRICED 











FOR THE TIMES (REGARDLESS OF PROSPERITY OR DEPRESSION ) 












Result 


No. 2569/4 


“MAYFLOWER” 
PEWTER WARE 
CONSISTING OF 

HOLLOW WARE—SALTS & PEPPERS, 
NOVELTIES, ETC. 


SEE OUR DISPLAY 
AT THE 
JEWELERS’ CONVENTION 
PENN. HOTEL, N. Y. C. 
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Strong—Continuous 
Sales Appeal 











EVER-DRY 
SHAKERS 


Perooe LP ROOF 


A BEAUTIFUL ASSORTMENT 


AT POPULAR PRICES 


WHY NOT ORDER AND DISPLAY 
A_ REPRESENTATIVE ASSORT- 
MENT OF WEIDLICH DIVERSI- 
heyy PRODUCTS AND _ ENJOY 


UPWARDS OF 
200 GENEROUS PROFITS SURE TO 
POPULAR PRICED sa a 
ITEMS SILVER PLATED HOLLOW WARE— 


NOVELTIES—TROPHIES—ETC. 





Ne. 3131 






She WEIDLICH BROS. MFG.CO. 
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Do you get your share of 
the fine china business 
which belongs to the jeweler? 





2D 
Rail 


“FAMOUS THE WORLD OVER” 


Th @ above is a China Department suggestion 
for the retail jewelry store. It occupies the small 
space of 30 by 72 inches. The display includes: 


Five Patterns of Place Plates, Two Complete Open 
Stock Short Lines, Two Complete Open Stock 
Dinnerware Patterns. 


This complete installation represents an invest- 
ment of only $400.00, with stock on a dozen basis 
of the items most salable and usually wanted. 


Many jewelers all over the country report a sales 
turnover on their Rosenthal China of three to four 


times a year. They have found that fine china 
draws additional customers to their stores. 

Under our Merchandising Plan 

we carry your stock in New York 

and make prompt shipment to 

your customers—this means: 
Additional Profits to You 

at a minimum investment in 

merchandise and space. 
Visit our Exhibit Space No. 57 at the A. N. R. 
J. A. Convention and don’t fail—when in New 
York—to call at our display rooms; it will pay you. 


THE ROSENTHAL CHINA CORP. 


149 Fifth Avenue, New York City 





























Giftwares in Jewelry Stores 














Ovington’s is the most famous 
gift shop in the United States. The prestige of the store 
cannot be achieved in a day; in fact, a little matter of 
84 years has gone into the development of the business. 

Admitting that a jeweler with a relatively small pro- 
portion of his total stock in giftwares has a very different 
problem from that of this large eleven-story store, doing 
a business of many million dollars a year in giftwares, 
we find that many of the principles and practices can be 
applied to your store. 

What should the jeweler do to develop his gift depart- 
ment? How may he attain to the priceless position where 
a gift with his name. on it means the ultimate in de- 
sirability? A well-known executive of Ovington’s ex- 
presses his opinion: 

“Know your clientele,’ he said. “This is the first 
rule. Items which are much sought after here will not 
sell at all in other places. Many lines are standard, but 
local taste is most important. 

“Besides knowing your clientele in a general way, 
know as much about each one as you can. The jeweler 
in a smaller city has an excellent opportunity to carry this 
personal knowledge much farther than we can here, where 
we have such a large transient trade. Study the indi- 
vidual tastes, and buy accordingly. Every gift shop 
buyer must stock some items which he might not care 
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AND HOW A PROMINENT 
EXECUTIVE 
OF 


OVINGTON’S, 


America’s Foremost Gift 
Shop, would develop this 
business in a jewelry store. 




















As told to 
A. C. WERNER 


for himself, but which will have their following. A 
gift shop should educate in good taste as much as possible, 
but too rarefied an atmosphere cannot be maintained. 


“A definite price policy 
is important. How can the jeweler make his gifts stand 
for the highest quality without giving the impression that 
prices are prohibitive to modest incomes? How make 
them feel that no matter how small the expenditure, the 
gift will bear the stamp of good taste? ‘There are a 
number of ways to accomplish this; most important, 
get them into the store as sightseers. Let them see the 
quality of your merchandise- Be as hospitable to lookers 
as to purchasers. We have hundreds of people in the 
store who never make a purchase on their first visit. But 
they become accustomed to coming in, they enjoy looking 
around, they see our prices, etc., and when they next think 
of a gift purchase, they come back and buy. These 
people appreciate our expert gift advice. 

“Our merchandise is arranged so that prices can be 
easily seen. Half of our first floor is devoted to tables 
containing gift assortments at different prices. We have 
a table of gifts at $5, one at $7.50, one at $10, one at $15, 
and one with gifts at $20, $25 and $30. The wall dis- 
plays near these tables are also arranged in this manner. 

Turn to page 201 
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"HE exquisite Du Barry design, 
delightfully illustrated in the 
goblet at the right, is offered in a com- 
plete line. Goblets $600.00 per dozen. 


Other designs and shapes as low as 
$14.50 per dozen. 


Hawkes Fine Crystal is carried by all 





leading jewelers, often exclusively. 

















Paris 


Grand Prize, 


T.G. HAWKES & CO. 


CORNING, N. Y. 
Makers of Rock Crystal Glassware for Over Half a Century 


New York Office Pacific Coast Office 


- 140 Geary St. 
542 Fifth Avenue +» San Francisco: 








Every gift deserves a 
pleasant setting 


.Y 


Mad OMM AQ wo! 
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Gay Package 
Gives Sparkle to Gifts 


“Selling Atmosphere just can’t be done by trying to 
assimulate or prorate the extra selling expense involved,” 
said H. E. Hascell, of J. J. Freeman & Co. of Toledo, 
Ohio. He used two illustrations to prove his point. The 
third floor of his four-story building is set aside for what 
is known as the Freeman Galleries. In most places this 
would be known as a gift shop, for here are out of the 
ordinary charming pieces, many of them picked up abroad 
and in this country by Mr. Hascell. 

“If we packed or wrapped these articles in fresh tissue 
paper in a nice clean box, it would make just an ordinary 
impression on a customer, for this is what is expected of 
any good store. 

“We have a wide variety of imported, gayly decorated 
wrapping paper, which I picked up on the other side just 
for this purpose. It is really surprising the number of 
people who feel grateful that their gifts may be made so 
unusual. The real secret of this is to make it as expensive 
as possible, for nothing would lessen the exclusiveness of 
this service as to do it for nothing. 

“After a sale has been completed, our girls bring out 
several very attractively wrapped, ribbon tied packages, 
stating: ‘If you would like your package to go out like 
this, it will only cost you one dollar more.’ ” 

One other idea picked up here is the profit possibilities 
of selling artificial flowers. These find a ready sale 
the year around. There are four different types of 
flowers, one for each season. Directly in front of the 
elevator on the third floor is the artificial flower display. 
This sells not only the flowers but candles, candlesticks 
and vases. Real intelligence is required in displaying and 
selling, for if the flowers are junked, the entire effect is 
spoiled. Spreading out the individual sprays and massing 
the foliage and larger blooms gives more the appearance 
of a natural garden, thus taking away the commercialism. 
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Complete your gift sale 
with modern wrappings 
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Of Course It’s Hard for Her to Choose! 


Every Piece of CARR CRAFT Pewter Is Such a Value 
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No. 3220—Solid Pewter Tea or Coffee Set—four pieces— 
tray indented to prevent slipping. 











No. 3208—Solid Pewter Compote—6” tall and 
8” in diameter. 





Noe. 3103/3212—Selid Pewter Console Set— 
bow! is 7%” in diameter and has three feet— 
the candlesticks are 134” tall. 






Ne. 3172—Selid Pewter Cake Tray—8” in diameter. No. 3215—Solid "is — 4%", 
Spr lg”. 














No. 3200/3156—Solid Pewter Sugar and Cream Set—three 
pieces with indented tray. 


M. W. Carr & Company, West Somerville, Mass. New York 
Salesroom: Philip E. Ebb, Room 516, Fifth Avenue Bldg. Pacific 
Coast Salesrooms: Sunderland & Miller, Inc., Title Guarantee 
Bidg., Los Angeles; 153 Kearney Street, San Francisco, Cal. 

No. 3206—Solid Pewter Vase—8'2” tall. No. 3207—Solid Pewter Vase—6'/,” tall. 


«Carr Craft 


GIFTS OF CHARACTER IN METAL 
COPY OF 














FOR YOUR 





THE NEW CARR CRAFT CATALOG. 
































Most women 
at least women who are actual or potential jewelry store 
customers today are users of perfumes and cosmetics. 
The annual expenditure for toilet goods in the United 
States is pretty reliably estimated at anywhere from one 
billion to a billion and a half dollars. This is a vast 
potential market that is just now beginning to be de- 
veloped by jewelers all over the United States. While 
perfumes are a new field to most jewelers, 
they will find that the same principles ob- 
tain in that field as in the one with which | 
they are familiar. 

Jewelers, first of all, should select lines 





PERFUME ts 
Vaporized Jewelry 





comparable with the merchandise carried 

in their store. Determine the background 

of the line offered. Will it enhance or 

detract from the prestige of the store? ™ 
Is the caliber of the line such that it can 

be sold confidently to your regular cus- 

tomers ? 

When these questions can be answered 
satisfactorily, the jeweler can begin to think about the 
additional business the right line of perfumes and cos- 
metics will bring him through repeat sales. 

Question the first hundred women who pass your 
store and you will find that by far the great majority 
of them have somewhere about them some product of the 
perfume and cosmetic importer or manufacturer. 

There is no season for cosmetics as jewelers know sea- 
sonal business. The finer perfumes in expensive con- 
tainers sell in greater volume at holiday and gift season, 
but the day in and day out perfumes, and other toilet 
accessories sell day in and day out. A woman buying 
a compact or receiving one as a gift very shortly is a 
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Six reasons why it can 
be sold in a jewelry store 


1. Enhances personal 
appearance 

2. Customers potential 
consumers 

3. Gives new store 
prestige 

4. Similarity in buying 

by impulses 


1 
J. S. STEIN 5. Large turnover 
6. Minimum invest- 
Vice-president, Stein & Ellbogen Co. ment 


prospect for a refill for that compact. And when that 
refill is used up she buys another one, and possibly a 
bottle of perfume or a box of face powder at the same 
time. 

Dealer help material is furnished by manufacturers 
with the initial order. An attractive display case, a 
tester set of perfumes. and other material all help to 
acquaint the jeweler’s customers and his potential cus- 
tomers with the fact that perfume has taken 
its rightful place in his stock. Booklets and 
instruction sheets for the clerks are fur- 


nished. 





The sale of perfumes 

J in jewelry stores is so logical that one won- 

ders that it has not become an important 

part of the business long before this. Prob- 

ably the fault lies largely with the man- 

ufacturers in not sufficiently recognizing 

the possibilities and acquainting the 

jeweler with what they have to offer. For 

the jeweler who recognizes his opportunity and is willing 

to avail himself of the cooperation offered by the type 

of perfume manufacturer whose product and sales policy 

justify his representation by jewelers the reward is already 
great and becoming increasingly better. 

The statements of thoroughly representative jewelers 
in various parts of the country may be enlightening to 
certain ultra conservative jewelers who up to now have 
been inclined to feel that the inclusion of perfumes in 
their stock is contrary to the tenets of their business. 

The Goldstein Jewelry Co. of Peoria, Ill., for in- 
stance, in September, 1929, placed an initial order for 

(Turn to page 203) 
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BECOME ACQUAINTED wo YOURSELF 


Hold the ALL-VUE in your hand and gaze into The ALL-VUE has an amazing number of uses 


it. You will see so many views of yourself that that a hand mirror has never before been able 
you will imagine yourself in a palace of crystal. to achieve. Slight adjustments, as illustrated, 
This very adaptable hand mirror can also be make possible any number of views and uses. 
manipulated by another person, standing behind The ALL-VUE is unique, compact and wonder- 
you. Full views from any angle. fully convenient. 











The ALL-VUE gives full assurance that the 
hat is adjusted snugly 








Frames made of 

cold rolled steel, 
chromium plated 
with non-corro- 
sive hinge ele- 
ments. Handles 
of beautiful Ca- 
talan onyx, and 
backing of vis- 
coloid Mother- 
of-Pearl in a 
variety of at- 











Perfect lighting which is so important in 


tractive colors 
such as orchid, make-up 
een, and silver gray. 
pecial masculine solid 
black set in chromium 
frame becomes an Indispensable to fastidious Front, side and back views Excellent for shaving or use 
especially unique gift grooming while traveling of madame’s coiffure on the road 








for a man of good taste. 


The mirror is of high 
grade, white, light weight 
selected crystal, reflect- 
ing the true color of 
your make-up and cos- 
metics without distor- 
tion in shade values, so 
often darkened by ordi- 
nary green mirrors. The 
ALL-VUE Mirrors are 
fully protected from 
dust, scratches; and: 
breakage when closed. 
Special introductory 
price, $7.50 each. Write 
for details. 


ALL-VUE 
MIRRORS | 


MAY BE SET AT SEVERAL 
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FIVE VIEWS THREE VIEWS FULL OR SINGLE TWO VIEWS 


ALL=VIEW MIRROR CO... INc. 


11 WEST 42nd STREET Salmon Tower Bldg. 


NEW YORK CITY 
(Endorsed by the World’s Leading Beauty and Millinery Salons ) 














Prominent designer re- 
reveals styles in costume 
jewelry that will match 
the new fall garment 
colors. This important 
knowledge will enable 
you to advise customers 
correctly. 



















Sell Costume Jewelry 
To Express Women's Own Individuality 


“Many sins have been 
committed in the name of costume jewelry, but the de- 
signs that will outlive all forms of this art are those 
which permit the woman to express her own individu- 
ality,” said Arthur B. Coykendall, costume jewelry de- 
signer of New York. 

“It should always be borne in mind and reiterated by 
the jeweler to his customers as much as possible that be- 
cause of price of costume jewelry it is possible for the 
buyer to have individual pieces and ensembles appropri- 
ate for various gowns and frocks. ‘The purchaser of 
costume jewelry should be made to realize that the se- 
lection of jewelry suitable to her type is equally as im- 
portant as the selection of clothes. 

“The idea of costume jewelry should be given some- 
thing of an old flavor. Many women have inherited 
from their mothers and grandmothers old jewelry con- 
sisting of coral, garnets, turquoise, black onyx set in gold 
or antique silver, which they probably prize highly as 
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being heirlooms. These pieces coordinate strangely with 
the fashions of the day. No one would dare to say that 
today such jewelry has lost any of its loveliness or de- 
preciated in value. 


“Regarding the use 
of costume jewelry for the coming season, I predict a 
strong vogue for white stones combined with different 
color arrangements. Reports from Paris show that 
white evening gowns with a slight casting of pastel tints 
will be very popular. The shadings will be green maize 
and pink running into reds. Combinations of ruby red 
and white will be the highlight of this particular fashion. 
White and yellow gold will be appropriate in jewelry 
for these styles. Crystal stones with yellow gold will 
be smart with black velvet evening gowns while white 
and black jewelry will be suitable for formal afternoon 
and evening wear and will be in popular favor. 


(Turn to page 205) 
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HOLIDAY SETS 


| BRING YOU 


A NEW GIFT MARKET 


This season, as never before, it is 
essential for the jeweler to attract 
the Moderate Priced Gift Market. 























Easily sold, of recognized qual- 
ity, exquisitely packaged, and 
priced within the reach of alll, 
Coty Holiday Sets are ideally 
suited for this purpose. 


Quick sales makers, quick profit 
makers that help to roll up a big 
holiday volume. 


ADVERTISED TO FORTY 
MILLION READERS IN 
THE MOST INTENSIVE 
NEWSPAPER CAMPAIGN 
" EVER PLACED BEHIND THE 
COTY LINE. 





Retail from $1.50 — $10.00. 





Coty will be pleased to send catalogs on request or will refer you to our authorized Jewelry Distributors. 


JEWELER'’S GIFT DEPT., COTY, INC., 714 FIFTH AVENUE, NEW YORK, N. Y. 






























































































The accepted vogue 
for jeweled handbag 
clips directs new buy- 
ing impulse for bags 
into jewelry store. 











Two fine leather pieces 
—a handbag and a 
jewel case—with ele- 
gance enough for the 
most discriminating 
store. 


Leather and Your Store 


The importance of 
the correct handbag has been dwelt upon by fashion 
writers, group buyers, merchandise men and with ad- 
vertising emphasizing this idea to the general public that 
today the correct handbag is as important as the selection 
of correct jewelry. 

The jeweler, in selling handbags, avoids volume but 
chooses his stock for its distinctive quality fittings as well 
as the utility and arrangement of the inside of the compart- 
ments. 

This season in Paris, bags are being lined with black 
satin, sometimes the fittings have motifs of silver or gold 
or even dark red pipings. Again a relief of green is 
employed. Many of the vanity cases, card cases and 
mirrors are backed with silver kid which is in direct con- 
trast to the black satin lining. Both umbrellas and bags, 
this season, are being merchandised not for utility alone, 
but for unusual design and combinations. Crystal and 
chrysophrase and metals inlaid in enamel are being shown 
for daytime wear as an accent for the all black costume. 
Bag frames with half circles at the end of the frame, 
which the thumb maybe slipped through are being fea- 
tured, to be carried with muffs. Some bags with rather 
long armed pieces, are also being fashioned for this pur- 
pose. Antelope, suede and suede kid are favored for 
the dressy afternoon bags, while plain calf, pin seal and 
some fabrics being featured for sports, town and country 
wear. Bags are larger, many preferring the envelope 
with the deep side gusset ; others prefer, of course, the reg- 
ular pouch bag. 


Evening bags are 


assuming great prominence. Magnificent beauvaise 
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and pettipoint embroideries are being featured with the 
jeweled frame and top. ‘These frames have intricate 
designs reflecting the Empire and Russian influence and 
in many instances the perfectly plain frame is accented 
with a jeweled clip snapped on the side of the bag, the 
companion clip being clasped on the glove on the opposite 
arm. 

The brilliancy of the winter season, both in gowns and 
accessories, the lavishness of new materials and the public 
acceptance affords an unusual opportunity for the jeweler 
to once more command the fine bag trade of his com- 
munity. Because of selected merchandise and serving 
the individual buyer rather than anticipating massed de- 
mand and volume trade, the jeweler has the opportunity 
of studying the mode and linking the bag demand, both 
in window display and inside the store, with other mer- 
chandise. 

The anticipated Christmas displays should be arranged 
in groupings so that the evening bag, the slipper clasps 
and the dainty clasp for the bag of the frock could be 
shown as a set. Various price ranges according to the 
groupings might be quoted. 

This season, with the beauty of furs, smartest of hats 
and the most attractive footwear, the opportunity for sell- 
ing bags is a foregone conclusion. Choose your patterns 
wisely, be sure they compliment your coating, then get 
behind your merchandise with the belief that you will 
sell and sell with conviction. 

Men’s fine leather purses can and are being mer- 
chandised by a number of jewelers in many sections of the 
United States. 

Particularly around the holiday season when the per- 

(Turn to page 215) 
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Believe It 
Or Not! 


Our “Nouvelles Créations” will help 
to banish the following business ills. 


Pessimistic Outlook 
Loss of Enthusiasm 





No. 301 
Letusempe Dread of New Adventure ’ 
ay Soe Restriction of Enterprise >. B18 


Pocket Lighter 


$9.00 


MISS NEW YORK 
Perfume Atomizer 






CIGARETTE Inspires Beauty and Romance 
Per Dozen a — C’EST CHIC 
$10.80 
Per Dozen 






LA HARLEQUIN 
A NEW CONCEPTION 
in a novel ladies’ ash- 
tray, featuring a detach- 
able lighter and detach- 
able perfume atomizer. 
The atomizer serves to 
remove tobacco “odour” 


ee a ae e eens 


No. 1954 


Desk Pen Set with 2 High Grade 
gold pens and artistic statuette in 
Beautiful gift box. 





No. 1965 


“Automatic Elephant” combined with lighter. You 
turn the Elephant’s tail and out comes a cigarette. 


$13.00 


Per Dozen 


from the finger tips. A 
most unusual novelty 
that is being received 
very enthusiastically 
wherever shown. 


$24.00 


Per Dozen 


Here are but a 
few of our new 
and unique nov- 
elties at very 
modest prices. 
Send for samples. 


. “We make them.”’ 





No. 302 
Lytoscope 
Lucky Devil 
Table Lighter 


$10.80 


Per Dozen 





No. 1970 
“The Greyhound in Course’”’ 


Ash Tray combined with Lighter 


$10.80 


Per Dozen 


CROYDEN PRODUCTS, Inc. 
156 Lafayette Street NEW YORK, N. Y. 















A group of “Rosenthal” China 
decorated with wide, rich, green 
bands, bouquet of flowers in 
natural color and two borders of 
18-karat gold. 








China and Glass for Sparkling Profits 








Proportionate Profits 
comparing favorably in many instances and frequently 
surpassing the mark-up on expensive pieces of jewelry 
may be gained in the merchandising of fine china and 
crystal glassware in jewelry stores. 

In considering the installation of a department of this 
character, do not assume the role of a pioneer in this 
field of merchandising. In every community some alert 
and aggressive jewelry concern enjoys the sales volume 
and added profit derived from the sale of china and 
crystal glassware worthy in quality to be handled by 
a jewelry store, from whose example other jewelers may 
gain helpful knowledge. 


In a community of 100,000 people it is estimated that 
there should be approximately 1000 families as prospective 
customers for fine china and glassware. Of these, 100 
families are financially able to indulge their taste in fine 
service plates retailing from $10 to $100 each, with an 
additional 500 families in a position to buy cheaper grades 
ranging in price from $2.50 and up. This same group 
would complement their china selection with fine stem- 
ware in varying qualities. 

After the initial service has been purchased, there is 
offered of course the replacement sale necessitated by 
breakage, which is frequent. There can be no doubt 
as to where such items must be purchased. Open stock 
is maintained and orders can be filled almost immediately. 


China and glassware 
thoughtfully merchandised, can be to the jeweler a source 
of revenue which will raise his year’s profits to a con- 
siderably higher level. An example of this is found in 
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Proportionate profits comparing favorably in 
many instances and frequently surpassing the 
mark-up on expensive pieces of jewelry may be 
gained in the merchandising of fine china and 
crystal glassware in jewelry stores. 


the experience of a jeweler in the Middle West who re- 
cently took an order for a set of crystal glass stemware, 
rock crystal engraved, for which he had paid the manu- 
facturer over $12,000. The profit on this sale was equal 
to many of his large jewelry sales throughout the year. 

An invaluable contact for the jeweler is the interior 
decorator. He should also keep in touch with the 
architects of his city, and where new houses are being 
erected, should gain entrée to the owner through one of 
these channels and suggest the proper glassware and 
china which will harmonize with the general architec- 
tural scheme and decorative motif. These lines are pro- 
curable from any reliable china and glassware manufac- 
turer or importer. In many instances special designs to 
match the silverware are appropriate, which also may be 
reproductions of old patterns of English and Colonial 
styles. 

In every community there is always a group of families 
desiring to have their crests or monograms engraved 
on household articles. Often the jeweler will have oc- 
casion to engrave a ring with his customer’s coat of arms, 
and this is the moment to suggest that the same idea be 
carried out in china and glassware, offering to not only 
do the engraving, but also suggesting an entire glass and 
china service which will appeal to the taste of the client. 
Thus through the sale of a china service, the jeweler may 
become a highly valued consultant to the hostess. 
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HESE NEW STYLE 
AUTOMATIC 
el SWISS-MADE DESK 
ee apancccenpan AND TABLE 
ee ae LIGHTERS HAVE 
PROVEN TO BE 
THE BEST SELLERS | 
OF THE YEAR. 














No. 403—Goldplated lighter 


with bronze figure on Bra- 
zilian Onyx pedestal, list 
price, $15.00 each. 








No. 520—Goldplated lighter 
with Brazilian Onyz base, 
list price, $12.00 each. 








Many Other 
| Beautiful Styles 
| and Designs to 
select from. 























No. 500 —Nickelplated lighter 
with Italian Marble base, list 
price, $7.50 each. 


| THORENS, Inc. 


450 Fourth Avenue 
New York, N. Y. 




















No. 300—Goldplated lighter 
with Synthetic Ivory base, list 
price, $7.50 each. 

















For further informa- 
tion regarding 
articles illustrated, 
refer to numbers 
when writing The 
Jewelers Circular, 


Gift Dept. 
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Gifts for Fall 
‘Selling 


Two examples of a new form of plastic art. 
These figures caused unusual attention at the 
Leipsic Fair last May. They are now in possession 
of L. Luria & Son, New York, and will be lent to 
jewelers for display purposes upon request. They 
are not for sale. No. II. 


Two compacts, done in platinum-tone cases, one 
a triple compact with powder, rouge and lipstick, 
the other containing powder and indelible lipstick 
to match, in suede cases offered in a wide choice of 
colors. No. 12. 


These porcelain figures are of German manufac- 
ture, exquisitely executed in rich coloring. The 
drapings are mainly of a deep royal blue. Beauti- 
fully designed with an attractive appeal for decora- 
tive purposes. No. 13. 


Engraved decanter with stemware to match. 
Designed tastefully, with the stems and base of the 
glasses made particularly strong. A gift suggestion 
appealing to some customer demands. No. 14. 








ai R IA oo 











200 THE JEWELERS’ CIRCULAR October, 1930 


2 a Gladstone Design Tea Set No. 0339. Electro Plated Manufactu f: \ 
PA he English motif in on Nickel Silver. Butler Chased Finish. Capacity, or ge ed 








home decoration is re- Coffee, 5 half pints; Tea, 4 half pints. Sugar, Cream. ——_ “eo — “er 
lit cited in Ge sew (Gold lined) No. CO1162. 22 in. Waiter... G ——- et te 
Gladstone Tea Set ollowware—Prize 


which retails in the THE PAIRPOINT CORPORATION = “85, —_ Trophies 
$125 range. NEW BEDFORD, MASS. Arts — Lamps. 


43-47 W. 23rd St., New York 228 Coristine Bldg., St. Nicholas St., Montreal, Canada 150 Post St., San Francisco 


























L. LURIA & SON 


are pleased to announce 


their appointment as a distributor for 


COTY CREATIONS 


They will be pleased to send you a copy 
of their new catalogue embracing this 
line, together with many nationally ad- 
vertised lines of silverware, clocks, 
toiletware, electrical goods and novel- 
ties, which they distribute to the jewelry 


trade. 

. We will be glad to 
welcome you at our 
booth (No. 58) at 


L.LURIA& SON  - 623 Broadway me AN RA 


NEW YORK, N. Y. amor eonasleoitenng 


e es + a N Y k. 
Wholesale Distributors and Direct Importers em 



















































These prices do not represent sales items; they are good 
consistent values in new merchandise, and the tables 
are kept filled from new stock as it comes in. 

“We do not believe much in special sales, mark-downs, 
etc., and use them only on rare occasions. The depart- 
ment store gift shop can advertise a special purchase and 
sale of china, for example, and provide good merchandise, 
with some slight flaws, and do a good business. If we 
tried to do this, the purchaser would lose confidence in 
us and point out to us any slight unevenness in pattern, 
design, etc., to our everlasting discredit. “The jeweler 
is in much the same position as we are. He must keep 
standards of quality of the highest. A stock which rep- 
resents careful buying, reasonable mark-up, and a thorough 


DO YOU KNOW? Y 


That it is easy to discover whether pot- 
tery is fine china or earthenware. Hold 
it up to a strong light and if it is china 
you will find a slight translucence, while 
earthenware is quite opaque. The surface 
of the ware can be judged by the fineness 
and smoothness to the touch. 








7 


knowledge of styles and values should not require special 
promotion from a price angle. Emphasize taste and dis- 
tinction and your gifts will soon come to stand for the 
quality necessary to such merchandise. 

“Next to your stock, the attitude of your salespeople 
is the most imp cant factor in successful gift mer- 
chandising. The salesperson with some knowledge of 
decorating and artistic matters has the advantage, of 
course. Inborn good taste is another great asset. But 
tact and real interest in the customer’s problem is most 
important of all. 

“Our salespeople must find out all they can about 
the person who is to receive the gift—his taste, his present 
belongings, his means, etc. We must also know how 
much the purchaser wishes to spend. For instance, the 
purchaser who is looking for something for a young 
woman who already ‘has everything’ must be guided 
to something small but good, if an inexpensive gift is 
desired. We must steer this customer away from any- 
thing the least bit pretentious. We do not hesitate to give 
advice, and find that this is much appreciated. Oc- 
casionally we have a customer with little taste and very 
Positive opinions; in such cases we must say little and sell 
them what they want, even though it offends our sense 
of fitness. We cannot dictate; we can only lead. 

“In giving advice, we must make price an absolutely 
secondary consideration. By that I mean that, we must 
tell the purchaser what seems really best suited to his 
needs even if he is willing to buy an article at twice the 
Price. Suppose we didn’t follow this policy, but always 
sold the most expensive article possible. Here is what 
would happen: our merchandise would find itself in places 
it did not belong. Large ornate pieces would appear in 
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Giftwares in Jewelry Stores 


(From page 185) 


small apartments, formal china in summer cottages. 
People who saw it would say ‘From Ovington’s? Not 
very attractive,’ not realizing that the article itself was 
all right, but that its setting had spoiled it.” 

What are the present style trends in giftwares suited 
to the jeweler’s needs? The useless gift is rapidly losing 
ground. In New York and other large cities, there is the 
small apartment to contend with. Large vases, elaborate 
set pieces of various kinds, etc., gather dust and are in 
the way. With few servants or none, the young house- 
keeper of today wants a gift that has some real purpose, 
a lamp, a pair of book-ends, a desk set. 

Influences of the 18th and early 19th centuries are 
important. Your customers probably have in their attic 
some discarded ornament which would be just the thing 
to match with a nice new piece from your stock. A 
crystal candelabrum, some Venetian or Bohemian glass, a 
Dresden piece, perhaps even an amusing china cat or dog 
—surely there is something that a well-meaning friend 
brought back from the grand tour to Europe. 

Besides this period, any early American style is good. 
Pewter is increasingly popular and satisfies the jeweler’s 
desire to sell something real. Besides pewter, all types 
of ornamental glassware, leather goods and bronze are 
particularly suited to the jeweler’s requirements. 

Oriental giftwares are slightly less popular than for- 
merly. Spanish and Italian influences are also decreasing. 
The demand for French periods, particularly Empire, is 
strong and steady. 

For bridge prizes, your stock of leather goods is ex- 


DO YOU KNOW? 


That there is as much difference between fine 
crystal glass and just glass as there is between 
24 karat and 4 karat gold? 


eo. 9 


That disintegrated crystal quartz (purified sand) 
is used for quality? 





¢ ¢ 


That red oxide of lead is used for weight and 
resonance? 


ee” 


That potash and saltpeter are employed for 
purity and for even fusing? 


cellent. For still smaller and more informal prizes, 
small hungorous figures of animals are rapid sellers. These 
must be really small and have an authentic humorous 
touch. Cats. chickens, dogs, and many specimens from 
the zoo furnish the suggestions for these clever little 
figures. 

“Get customers into your store,” was the parting word 
of advice. “Arrange exhibits of old china, glassware and 
objects of art which are the property of local citizens. 
Invite the women’s clubs and school children to visit you. 
Make the public feel welcome, and maintain throughout 
your high standards of quality and selection, for success 
in this most fascinating, though exacting, line.” 
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C fashion “Notes 


Expressed in 





The success of any costume depends upon 
the accents of color and jewels. 


Our necklaces, bracelets, earrings and 
costume ensembles reflect the latest modes 
and offer creations that the well-dressed 


woman can’t resist. 





Specialists in 
Costume Jewelry 
Made with 


Semi-Precious Stones 


LEWY & COMPANY 


Amber, Topaz, Amethyst, Carnelian, 
Crystal, Green Onyx, Chalcedony, Jet, 
Lapis, Rose Quartz, etc. 





October, 1930 
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329 FIFTH AVE. -:- -- -+ -- -+ NEW YORK /; Y 











*‘Aappy Days’’ for You 
And Your Customers 


with Pavel Beverage Sets. : 
Smart and amusing and in- i (jo) 
stantly popular with those eae \ 
with a flair for the odd and 
interesting. Decorative fig- 
ures are hand painted and 
fired in. 


Fine workmanship. 





The ‘‘Hunt Is On” cordial set shows us 
a hunting scene on the decanter, while 
_ stopper and glasses depict the fleeing 
‘ox. 


15 West 37th Street - - 





The ‘Happy Hour’’ Shaker set consists 


glasses to match. 











The Dog Shaker Set with three popular 
—_, on the shaker and six glasses to 
match. 


Send for catalog and full details or visit our showroom. 


Manufactured, Imported and Stocked by 


F. DAVEL & CO. 


- New York City 


Own Glass Works, BOR-Haida, Czechoslavakia 
of the shaker with six animals and six Ciiccemmnutniy Thane Tpte~tien Ck, Chiao 























Perfume Is Vaporized Jewelry 
(From page 191) 


$180 worth of a certain imported line of perfumes. 
By Jan. 1 their orders amounted to $1,100, and they 
have enjoyed a steady and constantly increasing sale 
since then. 

Williams & Co. of South Haven, Mich.—‘‘Just 
for your information, we have had 36 bottles of per- 
fume and have 15 in stock this afternoon, so we have 
turned over 21 bottles in one week.” 

Frank M. Powers, Youngstown, Ohio—“Perfume 
seems to be moving quite well. More pleasing however 


DO YOU KNOW? ) 


That in Ruby glass pure gold and antimony give 
that rich deep color so much admired? 


e ¢@ 


That cobalt and copper oxide are added to the 
crystal batch to give the true royal blue glass? 


¢ ¢ 


That copper and iron oxides added to crystal 
glass in the fusing give the rich green color? 


+ 4 








proportions are responsible for amber colored glass? 


That Cannel coal or charred oats added in proper J | 


to me, is the apparent readiness of people to buy good 

perfume in a jewelry store.” 

Morgan’s, Inc., Lansing, Mich.—‘‘On the present 
basis of sales we anticipate several turnovers a year 
on our stock which, on the margin of profit allowed 
would be a very profitable business for us in that de- 
partment.” 

McKee & Overstreet, Danville, Ill—‘‘We have 
had more than our anticipated success in the selling 
of perfume.” 

Investigate the possibilities of perfume. Get the line 
you decide will please your customers and prospective cus- 
tomers best. Give it an adequate amount of attention 
and you can confidently expect a substantial and de- 
pendable increase in your business. 

We might add that it is not necessary for a jeweler 
to go into the perfume business on a large scale! He 
does not attempt to carry all the clocks and watches of- 
fered him, for instance, nor should he attempt to carry 
all the perfume lines that the average department store 
carries. Far better is it for him to select one line to 
which he can devote the energy of his sales force, or at 
most two or three, having thoroughly investigated and 
made his selection carefully, than it is to attempt to run 
a complete toilet goods department. He will find that 
the line he selects will offer an assortment complete 
enough and interesting enough to appeal to every one of 
his clientele, his stock is kept within reasonable bounds, 
and his turnover highly satisfactory. 

With these points well in mind, and availing himself 
of the sales helps and cooperation offered by a reputable 
manufacturer, there can be no question that jewelers 
can substantially add to their profits and prestige through 
the addition of perfumes and cosmetics. 
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MMS oF Oe ee Pe 


ll interest turns to 


the lovely TURQUOISE 


Indications from reliable sources point 
to the overwhelming popularity of the 
turquoise during the Fall and Winter 
months. Naturally you will want to take 
advantage of this new vogue and we sug- 
gest that you look over our very complete 
line set in 14K gold. 


In addition to this type of jewelry which is also 
made in Opal, Jade, Coral, Amethyst, Topaz, 
Lapis, and other semi-precious stones, we 


also make complete line of seed pearl Jewelry. 
Seed pearl jewelry repairing and remodeling. 
The courtesy of memorandum is extended, 


74 West 46th St., New York 
(See 
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DRESDEN DECORATIONS 











Dresden Decorations, selected for their feminine appeal, have been the charac- 
teristic Schumann motif for almost fifty years. 


Ppavarz, 


, Be, ee ae lee 








Choice designs in floral clusters are expressed in natural, delicate tones, and 
every dish bears the Schumann stamp. 


SCHUMANN CHINA CORPORATION “Fy 
61 West 23rd St., New York City Soh man? 





















The following costume jewelry should be worn with 
the colors that have been recently announced as the most 
popular for fall and winter: 

For evening, when white is worn, the accompanying cos- 
tume jewelry should be crystal and either gold or silver 
combinations or crystal and ruby combinations, turquoise, 





An exquisite necklace for afternoon and street wear of 
Italian silver filigree work, antique gold finish, set with 
black onyx and jade 


and different combinations of green stones. Pearls either 
individually or combined with other stones may be worn 
as well as rhinestone jewelry and all forms of brilliants. 

Black, for evening wear, will require practically the 
same as white, with the exception of crystal and ruby. 
Pastel shades for evening: Rose quartz, tourmaline, aqua- 
marine, topaz, dyed onyx and zircon. 

For afternoon wear, black will require turquoise and 


Sell Costume Jewelry to Match Gowns 


(From page 193) 


antique gold combinations as well as coral alone or com-+ 
bined with crystal, jade, turquoise, peridot, black onyx,, 
rose quartz and chalcedony. 

Browns demand carnelian, topaz, amber used either in- 
dividually or combined with gold antique filigree or 
hand-wrought gold, turquoise and coral. The accompany- 
ing costume jewelry for greens will be green carnelian, 
moss agate, chrysoprase, jade, black and dyed onyx and 
crystal, dyed porcelain and peridot, alone, or combined 
with antique gold filigree. 





New Electric Clocks 

In keeping pace with the present-day trend toward 
all-electric clocks for home use, the Chelsea Clock Co. 
has introduced a varied new line of bronze cased clocks, 
Telechron motored. Like all clocks using the Telechron 
timekeeping principle, all of these newest creations may 
be plugged into any regulated alternating current home 
or office electric outlet, thereby assuring accurate time 
and eliminating the labor of winding. 

In electrifying these models the concern is now 
offering clocks built in types to meet every decorative re- 
quirement. Many of them are equipped with a ship’s 
bell strike mechanism, Telechron controlled. These 
ships’ clocks are standard for seagoing use, built as they 
are to withstand the rigorous conditions of constant 
marine service. 
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104 FIFTH AVENUE 








Royal Doulton China 
Webb’s Rock Crystal 
Belleek China 


China and Crystal 


are ideal merchandise for the Jeweler. We have in stock for immediate 
delivery a splendid variety from these famous factories. 


SOLE AGENTS 


WM. S. PITCAIRN CORPORATION 


NEW YORK 
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P T. 


BAVARIA 


PLACE PLATES and SHORT LINES 


Bohemian Crystal 





COMPLETE ASSORTMENT ON HAND FOR IMMEDIATE DELIVERY 





105-107 Fifth Avenue 


(At Eighteenth Street) 


PAUL A.STRAUB & CO. 















He ISCySs 
LICL 5 ( your table 


O critical merchandisers, and their equally dis- 


fl 
criminating customers, Heisey offers fine blown 
stemware, exquisite plates, flower bowls, candle sticks 
and, indeed, complete table services in high quality 
glass. The patterns are triumphs in design, the colors 
are delicate and unusual. The Sahara tint outrivals 
other yellows. The rare Alexandrite is the only 
amethyst brilliant under artificial light. Your patrons 

ul 


will find displays of Heisey glass alluring. 
A. H. HEISEY & CO., NEWARK, OHIO 














YW PHOTO PORTFOLIOS 


That Will Appeal 
to Your Customers 


AN IDEAL 
GIFT NUMBER 


in All Colors and 
Various Sizes 


10x12, 12x15, 14x17 


Also Made Up in 
Special Sizes to suit 
the demand of your 
clients. 


Also 


Desk Sets, Waste Baskets, Letter Trays, Port- 

folios, Photo Albums, Book Ends, Jewel 

Boxes, Poker and Bridge Sets, Humidors, 

Cigar and Cigarette Boxes, Photo Frames, 

Dictionaries, Photo Boxes and Telephone Book 
Covers. 


FOLDING TRAVELING CLOCK CASES ANY SIZE 
Send for Illustrated Catalogue. Write Dept. J. 


FLORENTINE CRAFT CoO. 
54 W. 21st STREET NEW YORK 
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TIRSCHENREUTH 


New York 











Citts 
Men and Women 
Like 


The Swizzle Stick—originally made of wood and 
used for centuries in the Latin-American countries 
for mixing and cooling drinks. This illustration 
shows a modern adaptation in silver. Drinks are 
ced by rapidly revolving the swizzler between the 
palms of the hand. No. 15. 


This cigar lighter is of celestial blue glass with a 
hawthorn motif in white glass applied on the basic 
blue. The whole piece is a reproduction of a 
Chinese decoration of the Chia-Ching Dynasty, 
1522-1566. No. 16. 





The latest ParisZcreations in cosmetics and per- 
fume done in silver and black enamel. A new 
perfume container, a compact and a powder box. 
Attractively packaged to emphasize the season’s 
popular vogue for black and white. No. 17. 


Anadjustable mirror which may be set at different 
angles, chromium plated with handles of Catalan 
onyx and backing of viscoloid mother-of-pearl in a 
variety of attractive colors. A practical gift item. 
having innumerable uses. No. 18. 





Write the 


JEWELERS’ 
CIRCULAR 
GIFT DEPT. 


for further informa- 
tion regarding 
articles illustrated. 
Refer to numbers 
when writing. 
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for every occasion that merits fas- 
tidious service. 


Exquisite flower design on_ ivory, 
edged in pure, heavy gold, com- 
bining durability with beauty. 


PICKARD. INC. 


4853 RAVENSWOOD AVE., CHICAGO, ILL 
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Bowls, Candlesticks, Compotes, Plates, Stemware, etc., | 

in our “Sparta” Tableware are ideal goods for the | 
holiday season. 

The Platinum border on the rich Ritz Blue stands out 

brilliantly, but in good taste, and attracts 

Pd the gift buyer. An “Old Morgantown” 










intou production, 
GLASSWARE | 
MORGANTOWN GLASS WORKS 
Morgantown - . : W. Va. 





Our representatives cover the country | 


































No. 10 Waterford 
(Design Patent No. 72119) 
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Famous for Forty Years 


Van Houten’s 
Crystal 


Quality is always the 
first consideration in 
combination with high- 
est artistic effect. 


This class of wares at- 
tracts customers to your 
store. 


The smartness of 


EBONY Satin finish 


GLASS with Sterling 
decorations on smok- 
ing requisites are Quite 
the Vogue and moder- 
ately priced. 

Write for full 


particulars 


E.B. VAN HOUTEN inv von wy 


GLASSWARE MANUFACTURER 





WELL CUT STEM WARE 


American Beauty 
decoration with 
green stems and 
feet. Beautiful de- 
signs in goblets, 
champagnes, wines, 
cocktails and sher- 
bets of grace and 
distinction. 


$4.75 per dozen. 


EBENEZER CUT GLASS CO. 
Ebenezer New York 














: Maiden Lane New York, N. Y. 





Clocks—for Gifts 


(Below) No. 305K. Boudoir or Desk 
clock fitted with a one day guaran- 
teed movement set in attractive and 
durable composition marble, in vari- 
ous colors, such as rose, green, blue, 
gray and yellow. Dealer price $3.25. 


These clocks may be secured in eight day 
movements, at an additional cost of $5.00 















(Above) No. 502D. Genuine leather, 
folding clock, fitted with a one day 
guaranteed movement; in attractive 
colors. Dealer price $3.25. 


HENRY SOCHARD 


Manufacturer and Importer 

























A new time 
warrants new 
watches 

















In time with old 
times but useless 
now 





Throw away the Old Watch 
get a Modern | imepiece 


If there is any man 
in the world who is interested in accurate time, it’s the 
railroad man. He figures his time not in minutes but in 
split seconds. Every railroad man’s watch must be ac- 
curate to the second, and so any campaign directed at 
selling real time pieces—not just a watch—can make 
no better appeal than stressing this fact. Charles Schwartz 
& Son of Washington, D. C., used this appeal recently 
when they staged a unique sales plan for putting over 
a better watch campaign. 

And so the first advertisement of a series which made 
Capital City newspaper readers stop, look, and listen 
was an ad addressed to “Mr. Railroad Man,” which 
read: 

“Hats off to “Transportation Employees’—they 
are the only people on earth (or in the air) who 
appreciate accurate time; the only class of humans 
that do not buy the cheapest watch they can find. 
They always carry the BEST that can be had.” 

which was followed by the statement that this month 
was Schwartz Special Watch Month, and the slogan: 

“Throw that ‘cheap’ watch away. 

Buy a ‘Schwartz’ timepiece today.” 


This was followed up by another ad addressed to 
“Mr. Doctor,” the next man who must have an accurate 
timepiece for taking pulses and recording facts, which 
read: 

“You—Mr. Doctor—holding one of mankind’s 
highest awards (the relief of suffering humanity) 
ofttimes take a patient’s pulse with a ‘One-Lung’ 
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SAMUEL T. SCHWARTZ 
Tells His Customers 


watch. A good timepiece is a valuable instrument 
that may mean LIVES SAVED in your high calling. 


These ads ran 
twice a week during the campaign. ‘They were only 
two columns by sixty lines, but were usually placed op- 
posite reading matter in the newspaper where they would 
command the most attention. 

These ads were followed by other ads addressed to 
“Mr. Senator,” one addressed to “Mr. Lawyer,” to “Mr. 
Banker,” “Mr. Merchant,” “Mrs. Shopper,” and 
finally to “Mr. and Mrs. Everybody,” which read: 


“DO YOU CARRY A WATCH OR A REAL 
TIMEPIECE? 


There’s a vast difference between a watch and a 
TIMEPIECE—a SCHWARTZ real timekeeper. 
No sale is complete with Charles Schwartz & Son 
until the watch ‘makes good.’ That’s why we are 
recognized as Washington’s largest watch house.” 


With this series ended, Schwartz & Son had thus 
effectively put over the idea that if people wanted a real 
time piece, instead of just a watch, that their store was 
the logical place to come and get it. “In other words,” 
says Samuel T. Schwartz, “Our thought was first to get 
them interested in real timepieces and to get the name 
of the store across the-footlights of public opinion, also 
to bring out the fact that in this particular campaign, 
we were selling real timepieces put out by nationally 
known manufacturers and that, although anybody could 

(Turn to page 225) 
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Makers of World Famous Watches Since 1875 
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GENEVA—BRASSUS 


Announcement! 


Audemars, Piguet and Company, master watchmakers 
since 1875, manufacturing the finest and most exquisite 
watches, take great pleasure in announcing to the trade 
that they have now established a New York office under 


the name of 


AUDEMARS, PIGUET, Inc. 
15-17-19 MAIDEN LANE 


These watches are known to the finest jewelers for 
over half a century for their workmanship, quality, de- 


perdability and highest standard of watchmaking. 


With the inauguration of our New York Office, our 
valued customers are now assured of the most complete 
service. The New York office take pleasure in inviting 


you to inspect the new lines and take advantage of this 


added service. 





AUDEMARS, PIGUET, INC. 


15-17-19 MAIDEN LANE 
NEW YORK 

















AUDEMARS 
PIGUET&C® 
Vi Wf) 
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Sales Increase 


If a prophesy 
had been ventured 20 years ago, describing the future 
of watch attachments and telling approximately the vol- 
ume of production into which these articles have run, it 
would have been met with scepticism and possibly ridi- 
cule. And yet, at the present day, a great number of 
houses are devoting their entire output to watch attach- 
ments. In two decades their manufacture has developed 
into an important phase of the jewelry industry and no 
retail jeweler can afford to disregard the added profits to 
be found in the merchandising of watch bracelets. 

A phenomenal advance in the sales of watch attach- 
ments for the future may be expected if only the increase 
during the past year is considered as an augur. A mem- 
ber of one of New York’s oldest retail jewelry estab- 
lishments recently stated, when asked about the sales of 
metal watch attachments during that period, that his 
sales of this article had increased at least 25 per cent. 
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in Watch Attachments 








A modern bracelet for every watch offers posi- 
tive selling opportunities for the jeweler. New 
styles create public buying appeal. 


Since their introduction during the years of 1911 and 
1912, the styles of watch bracelets have been changed 
several times. If the jeweler finds himself unable to sell 
his customer a new style watch, he can always suggest 
that a watch bracelet of the latest vogue will enhance 
the old style watch in keeping with the trend of fashion. 
The changing styles in watch bracelets afford an excel- 
lent opportunity for the jeweler to merchandise an ar- 
ticle carrying an excellent mark-up. The customer does 
not regret discarding his old bracelet when it is to bring 
his watch into harmony with the latest fashion. 

There are many advantages found in the metal watch 
attachment which the jeweler may capitalize in con- 
sumating sales. It can at once be made obvious to the 
customer that a metal bracelet will improve the appear- 
ance of the watch, give it added beauty and increase to a 
great extent the impression of value. 

(Turn to page 215) 
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A Sporting Case in Design— 
and a Sure Bet in Accuracy 


and Dependability 


If America makes a game of business she certainly 
makes a business of sport, and to be well dressed for 
sports is half the sport of the thing. 


Here, then, are sport watches that win instant admira- 
tion from a select clientele for smart sports wear. Hand 
wrought cases exclusively designed and manufactured 
by artists in the workshops of James Schulz. Cases that 
are typical in every respect to correct sports regulation. 
Every case is fitted with a movement famous for its 
accuracy and dependability so necessary to the true 
lover of sports. 


Foremost jewelers are taking advantage of this sports 
business by capturing the fancy of their customers with 
well-planned displays of these internationally famous 
watches. He offers them with confidence for their de- 
sign is right and they have an enduring accuracy and 
reliability that assures satisfaction to both the jeweler 
and the owner. 


Many other original styles for men and women are de- 
serving your inspection, especially the new diamond 
baguette watch with its expertly hand wrought case of 
10 per cent iridium platinum. 


May we tell you more in detail? 









































JAMES SCHULZ 


Sole United States Agency for Ed. Koehn, 
Geneva, Switzerland 


36 West 47th Street New York City 

















The strap watch receives much harder wear than the 
pocket watch and the retailer must, to retain the good 
will of his customers, sell them merchandise that will 
stand up and assure the watch of being safe'y held. The 
type of merchandise being manufactured today is prac- 
tically fool proof as far as sizing and adjustments are 
concerned. 

Watch attachments are a necessity for wrist watches 
just as chains and fobs are essential accessories for pocket 
watches, and as a consequence, should be a constant source 
of revenue and profit for the retail jeweler. An at- 
tractive display of watch attachments placed in an ad- 
vantageous position near the watch repair department, 


Sales Increase in Watch Attachments 


(From page 213) 


showing the latest style trends will be found to be an 
added stimulus in increasing the replacement business. 

The fall styles indicate that a large variety of watch 
bracelets will enjoy popularity during the coming sea- 
son. Attractive arrangements of open link bands are 
found to be numerous among the new designs, while 
mesh of both the fine and large link variety are also ex- 
tensively included. For the smaller watches of the 


baguette type, plaited silk and leather wrist bands with 
trimmings of precious metal will be appropriate. As to 
colors, various combinations of white, yellow, green and 
red gold, also platinum and gold, will be used among 
the popular lines of watch attachments. 








Leather and Your Store 


(From page 195) 


plexing problem of what will we give “Him” continues 
to confound the deepest thinkers in any well regulated 
household are the sales profitable. 

The merchandise selected must be of unusual char- 
acter. The item must reflect the type that the recipient 
would immediately stamp as an acceptable gift of distinc- 
tiveness. 

Practically everyone would prefer to select a gift in a 
jewelry store with the stamp of “jewelry magnificence” 
surrounding the article. ‘There are many purses, bill- 
folds, letter-holders and other leather contrivances made 
for the convenience and acceptance of business men who 
demand practical articles of this character. In selling 
this type of merchandise stress the practical use of the 


article, the durability of the material, the simplicity of 
design and such features that will appeal to a man. 

Slip the billfold or letter-holder into the pocket to 
emphasize the proper size of the article. Use salesman- 
ship in selling leather goods. Intelligently sold, profits 
and mark-up are commensurate with the energy used in 
making the sale. 

Fine leather goods for both men and women is a de- 
partment which can be logically installed in many 
jewelry stores. Only by careful study and analyzation of 
your customer demands and their attitude toward your 
store can you determine if a department of this character 
fits into your business. This is a question to be answered 
by the individual jeweler. 





Police Fail to Catch Gem Robbers Who Shot 
Boston Jeweler 


Boston, Mass., Sept. 8.—No clew has been found 
as to the identity of the two men who shot the store man- 
ager of Robinson & Co., 331 Washington St. on Aug. 
30, smashed one of the windows and made away with 
about $20,000 worth of diamond rings. Shortly after 
the robbery, four suspects were arrested by the police 
but could not be identified as the men who committed 
the shooting and theft. 

George Goodman, manager of the store, was shot by 
a gunman as the former went in pursuit of the man who 
smashed the window and snatched several ring trays con- 
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taining the diamond articles. Goodman was wounded 
and collapsed on the sidewalk. After the shooting the 
thief and the gunman leaped into an automobile in which 
three other men were waiting outside the store. The car 
sped along Washington St. and down Milk St. and 
disappeared. 








The Federal Reserve Board has announced that de- 
partment store sales for July were 10 per cent smaller 
than in the same month of last year according to reports 
received from 634 stores in 265 cities. Total sales from 
Jan. 1 to July 31 were 5 per cent smaller this year than 
last. 


gen 
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WATCH CASES 
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THAT COMMAND ATTENTION 


ILLINOIS WATCH CASE COMPANY 


k 


 20West 47% St. ---35 Wacker Drive 


UST as the character of a man is often measured by the 
J company he keeps...so the quality of a finely jewelled 
time-piece is instantly identified by its case. We’re proud 
of the fact that the world’s greatest watchmakers look to 
us for smart housings for their movements. The five designs 
presented above are truly reflective of the ideals and 


integrity of this institution. 


FACTORY an/é GENERAL OFFICE a¢ ELGIN ILLINOIS,USA. 


NEW YORK CHICAGO MONTREAL LONDON — 
209 St.Catherine Stk 65Holbora Viaduct 














Harry C. Larter, 


the Jewelers’ Security 


Myer Simon, president of the 
National Association of Credit 
Jewelers 





William G. Frasier, president of 
the American National Retail 


Jewelers’ Association 





Three 


Jewelers Say 


What 


They Think 
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Harry C. Larter sees 
that the corner has been turned to- 
ward better general trade conditions. 
This is true about the jewelry busi- 
ness in the United States he declares 
and adds. “We are prompted in 
making this bold statement by facts 
reaching us from various unques- 
tioned sources. 

“We sometimes think the jewelers 
of the country have forgotten the 
fact that the love for adornment was 
born in the human race long before 
the desire for clothes—meaning that 
there always has been and always will 
be a jewelry business in the same 
proportion as the rise or fall of gen- 
eral business. 

“Therefore we say to the jewelers 
of the country ‘Be of good Cheer.’ 
There will be a much better holiday 
business this year than last. How- 
ever, it will only come to those who 
are courageous enough to anticipate 
their Fall purchases, because natural- 
ly manufacturers have not produced 
as much merchandise this Spring and 
Summer as in former years. 

“Retail jewelers cannot expect to 
live and do business on their present 
stock forever, they must have the 
courage to buy the right kind of 
quality jewelry. To those who have 
the faith in the future to do this will 
come unquestionably their propor- 
tionate reward in satisfactory results.” 


Myer Simon urges 
caution. “I would advise retailers to 
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proceed along very conservative lines 
under present conditions. Be con- 
servative” he says, “in both advertis- 
ing and merchandising, reduce stock 
and inventory as much as possible, 
particularly on merchandise which 
you do not want to carry through the 
fall season the most important thing 
is to watch your credit extensions, 
scrutinize every application careful- 
ly and be sure when an account is 
sold you have a chance to collect the 
balance. 

“Failure to watch credit exten- 
sions at this time will spell disaster. 
It is much better to refuse a sale than 
to give out merchandise with little 
chance of collecting the balance due.” 


W. G. Frasier is sure 
conditions are improving. “It is true,” 
he says, “we have been passing 
through a cycle of business depression 
which is fast being spent. The retailer 
should anticipate the return of better 
conditions but should also buy care- 
fully. Hazardous price slaughtering 
sales stimulated by spurious merchan- 
dise should be avoided. Remember 
there is a tomorrow which must be 
protected for the best interest of the 
individual and the trade as a whole. 

“Undoubtedly the worst is over 
and this means the survival of the 
jeweler who looks ahead and lays his 
foundation for the future. Continue 
to advertise judiciously and stress 
quality merchandise.” 
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CASES OF CHARM FOR 
WATCHES of DISTINCTION 





Western Representative 
LOUIS E. SHERMAN 
159 N. State St. 
Chieago, Il. 


LOUIS GRATZ SONS, Ine. 


99 CANAL STREET 


Smart design, superb composition and excellent work- 
manship make them worthy to encase the best watch 


made. 


There is a complete line of Gratz cases, each an original 


and exclusive design, each a masterpiece. 


Illustrated are three of our newest cases, certain to be 


popular with discriminating buyers. 


NEW YORK 


























P. J. Coffey, chairman of the 


Jacob Engel, president of the 
National Jewelers’ Publicity Asso- 


National Wholesale Jewelry Trade 


Edward H. Hufnagel, _ presi- 
dent of the Horological 


Institute of America 


Association 


ciation 





Here ts What 
These Thee 


Men Think 
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E. H. Hufnagel knows 
of no better way for the retail jew- 
eler to stimulate his business at this 
time than by laying special stress on 
his watch and clock repairing de- 
partments and by emphasizing the 
very necessary service he can render 
his customers. His message is: 
“Don’t wait for conditions to better 
themselves but help make them better 
for the opportunity is waiting and I 
urge every jeweler in the country to 
carry on a forceful aggressive cam- 
paign for bigger and better business 
through service that makes and holds 
satisfied customers.” 


Jacob Engel believes 
that business conditions which now 
exist are temporary and that such a 
period of business recession enables 
the wise merchant to check up on the 
weak points of his organization so 
that he can strengthen his position for 
the future. 

“The retail jeweler” he says, 
“should realize the need of extra 
effort in merchandising, concentra- 
tion in buying, intensive effort in col- 
lections and careful judgment in the 
extension of credits with a realization 
of the need of frankness, confidence 
and full cooperation toward those 
firms with whom he deals and whose 
interests are entwined with his own.” 
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P. J. Coffey says 
that the present time calls for strict 
attention to business, especially to 
overhead and careful buying. “By the 
latter I mean not by ceasing to buy 
but by careful selection of items both 
as regards quality and design. Use as 
much individuality in the selection of 
merchandise as clientele will permit— 
know what the patrons want. 

“Quality merchandise is necessary 
for continued success. “Take advan- 
tage of opportunities presented to get 
jewelry before the public. Feature 
some yellow gold in suitable designs.” 

Mr. Coffey who is chairman of the 
National Jewelers’ Publicity Asso- 
ciation returned recently from an ex- 
tended trip which took him to many 
of the principal cities throughout the 
country. During his trip he had an 
opportunity to study conditions in the 
jewelry and allied trades and the 
above statement is based on these ob- 
servations. During his trip he gave 
a number of lectures on diamonds 
and also .created a great deal of in- 
terest in the work of the National 
Jewelers’ Publicity Association. 
Wherever he went he met with a 
hearty reception. 

The association of which Mr. 
Coffey is the head will stage a style 
show at the Hotel Commodore, New 
York, during the A. N. R. J. A. 
convention to be held in New York 
Sept. 14-19. 
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The WATCH BRACELETS 
displayed on this page are 
decidedly new for they rep- 
resent not only new de- 
signs but also greater 
flexibility, rugged 
construction and 
with it all— 


graceful ap- 
pearance 


SOLD THROUGH WHOLESALERS ONLY 


AUTOMATIC GOLD CHAIN CoO. 


PROVIDENCE, RHODE ISLAND 
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PPROPRIATELY 
named “THE DEFENDER,” Automatic’s 
latest Watch Bracelet creation is made just 





a few miles from the course where the 
1930 contest for the America’s Cup will 
be raced. “THE DEFENDER” has exceed- 
ed all’expectations in sales popularity, 
and there are many reasons why. There 
are no connecting links...therefore no 
hidden parts... all units engage directly 
in each other... links are so designed as 
to form a perfect curve about the wrist... 
half link and full link adjustment... re- 
moved links can be used for lengthening 
bracelets of same style. 


SOLD THRU WHOLESALERS ONLY 
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AUTOMATIC GOLD CHAIN CO. 
70 SHIP ST., PROVIDENCE,R.I. 
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She New 


LINIK STURDYIFOL 


Seamless Wire Construction 


O RUNS in clothing or chafing of wrists—there are no edges to wear 
LN rough on these seamless wire links, the popularity of which is attested 
by the tremendous demand for Link Sturdyfold since its inception. In 
addition to the seamless wire feature which insures durability and comfort, 
the several other special features of Sturdyfold are exclusively a part. of 
this product being protected by United States patent. 












































E1100 White, E1101 Green, E1102 Yellow, 7 16 in. Straight 
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E280 White, E281 Green, E282 Yellow, 7/16 in. Straight 


Sturdyfold can be opened by a slight pressure 
of the thumb and finger on each end of buckle, 
thus eliminating the only objectionable fea- 
ture of the folding buckle—broken finger nails. 
In order to add strength and durability to Link 
Sturdyfold it has been equipped with a new 
type of end hook, thus insuring strength at the 
point usually subjected to the greatest strain. 





THREE SIZE ADJUSTMENTS IN BUCKLE 
(No Half Links Necessary) 


By raising clamp, last link of bracelet may be adjusted to any one 
of three positions indicated, thus making a quarter, half or three- 
quarter link adjustment. If this does not shorten sufficiently, link 
ean be quickly and conveniently removed. 


J. F. Sturdy’s Sons Company 
Attleboro Falls, Massachusetts 


If you did not receive our catalog-folder, write for 
it. It illustrates our complete line. 
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Exports of Time Pieces and Jewelry Show Drop 
in First Half of This Year 


Wasuincton, D. C., Sept. 12.—The value of clocks 
exported from the United States during the first six 
months of this year totaled $473,126 as compared with a 
value of $725,510 for the same period of last year. 


Also for the first six months of this year $479,941 worth 
of watches were exported compared with $816,489 for 
the same six months of last year. Also for the first six 
months of this year other time recording devices and 
parts exported were valued at $240,592 compared with 
$267,515 for the same period of last year. 


The value of jewelry and related items which were ex- 
ported during the first six months of this year was $1,- 
572,019 compared with $1,907,573 for the same six 
months of last year. Of this total the item designated 
“Jewelry” was the largest amounting for the first six 
months of this year to $575,070 compared with $741,415 
for the same period last year. 


THE POOR FISH 


A large gold fish in the window of the C. H. 
Davis jewelry store, Philipsburg, Pa., has been 
trying for 10 years to catch a fly which it never 
gets. The fish is swung by ‘an apparatus similar 
to the pendulum movement of a clock. An electric 
bulb in the eye of the fish flashes on every time 
the mouth closes. Hundreds have watched it and 
wonder if it will ever get the fly. It used to, 
Mr. Davis said, but now he has it timed so that 
it will not reach the bait. The entire apparatus is J 








Mr. Davis’ own handiwork. 


Reviving the Demand for Men’s Pocket Watches 


The tremendous popularity 
of the wrist and bracelet watch has, in past years, revo- 
lutionized the watch trade to such an extent that some 
of our younger merchants and salesmen are getting the 
idea that the wrist watch comprises their watch business 
and fail to give sufficient attention to developing the 
sales of pocket watches. The older and progressive 
merchants, however, realize that the pocket watch has 
a place in business and social life that is permanent and 
they see in the revival of the demand for pocket watches 
now beginning, an opportunity to develop sales on a 
substantial basis. In this, they are showing both fore- 
sight and judgment. The revival of the demand for 
pocket watches means money in the jeweler’s pocket and 
satisfaction to the customer. 


The call for a revival of men’s pocket watches now 
being made by some of our leaders in the watch trade 
should be heeded by every progressive merchant in the 
industry, for, as they point out, it should be easy to 
renew the enthusiasm of the faithful old pocket pieces— 
the dependable timekeeper which grew up with our 
fathers and became the regulator of his household and 
his business program. 


The difference between profit and loss today, in pro- 
duction and selling, is sometimes simply a difference of 
minutes and sometimes seconds. Accurate timekeeping 
has never played such an important part in the lives 
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of mankind and in business development as it does now. 
The pocket watch, above all watches, gives us the accu- 
rate timekeeper we need. 

In pushing the sale of pocket watches (and inciden- 
tally taking advantage of the opportunity it affords him 
to sell related articles such as chains, charms, pocket 
knives and other accessories) the jeweler need in no way 
interfere with his sale of wrist and bracelet watches. In 
fact, although the wrist watch for some time displaced the 
pocket watch, the increased sales of the pocket watch 
need in no way displace the wrist watch. 

The wrist watch has made a place of its own in the 
convenience it affords the wearer and the opportunities 
it gives for decorative ornament—in combining the 
watch with real jewelry. It has a place in sport and 
recreation that the pocket watch could not have. 

In pushing the revival of the demand for~ pocket 
watches, our leaders in the watch trade see an opportu- 
nity to do it on the basis of selling at least two watches 
to a customer and the slogan advanced by one great 
watch house—“The pocket watch, first, for timekeeping 
—the wrist watch, second, for convenience,’—is one that 
the enterprising merchant can promulgate and push in 
his advertising and displays with the assurance that it 
means no loss in wrist watch sales but added business 
through the sale of accurate pocket timekeepers. 





Watch Crowns Dutiable at Six Cents Each 


WasuHIncrTon, D. C., Sept. 12.—Watch crowns are to 
be held dutiable at six cents each, according to a com- 
munication sent to the Collector of Customs at Phila- 
delphia by F. X. A. Eble, Commissioner of Customs. 
In this connection the Commissioner says: 


“The Bureau refers to your letter requesting in- 
structions as to the classification of watch crowns. 

“You state, in view of the information obtained 
by your office, that you believe the crowns are dutia- 
ble as manufactured of metal not specifically pro- 
vided for at 45 per cent ad valorem under paragraph 
397 of the Tariff Act of 1930. 

“The Bureau has given this matter careful con- 
sideration and has been in communication with the 
Appraiser of Merchandise at New York upon the 
subject ; and it is the opinion of the Bureau, as well 
as the Appraiser at New York, that a watch crown 
is an integral part of the winding mechanism of a 
time keeping device, whether or not designed to be 
carried on the person. 

“The merchandise should, therefore, be classi- 
fied for duty under paragraph 367(c) (3) as an 
assembly or sub-assembly consisting of two or more 
parts or pieces, of metal or other material, joined 
or fastened together, at three cents for each such 
part or piece of material. Inasmuch as the crowns 
under consideration consist of two pieces or parts 
they would be dutiable at six cents each.” 








The Federal Radio Commission has granted the Elgin 
National Watch Co. a construction permit for the erec- 
tion of a 500-watt amateur station to broadcast time 
signals a few hours each week. 
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A POSITIVE SALES STIMULANT 
AT A VERY ATTRACTIVE PRICE 


DESCRIPTION 
12 New Attachments on Beautiful Velveteen Pad 
Six are 1/10 14 Karat and 1/10 12 Karat Gold Filled 


Six are Azure Finish on Nickel 


FITS STANDARD SIZE SHOW CASE TRAY 
ORDER THROUGH OUR WHOLESALE DISTRIBUTORS . 


THE HADLEY COMPANY 
PROVIDENCE, R. I. 
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Increase in Exports of Complete Watches from 
Basel District, Switzerland 


WasHINGTON, D. C., Sept. 6.—There was an appre- 
ciable increase in the exports of complete watches to the 
United States from the Basel district of Switzerland 
during the past quarter, although the watch industry 
taken as a whole is said to be in an unsatisfactory con- 
dition, according to a report from American Consul 
Calvin M. Hitch, at Basel. 

“The situation last fall,” says the Consul, “was re- 
garded by most manufacturers as a warning that the 
utmost prudence should be exercised, and since then in 
the various centers unemployment has increased, and the 
number of partially unemployed in the watch making 
region is said to number about 3000 persons.” 

The exports of complete watches to the United States 
during the second quarter of 1930 were valued at $206,- 
760 as compared with $152,286 in the second quarter 
of 1929. which was an increase of $54,474. The ex- 
ports of watch movements during the same period were 
substantially the same as in the preceding year, the actual 
figures being $178,830 in the second quarter of 1930, as 
against $183,266 in the second quarter of 1929. 

According to the Swiss export statistics, the total ex- 
ports of complete watches to all countries during the 
first five months of 1930 were valued at Frs. 83,904,000 
in comparison with Frs. 95,135,000 during the corre- 
sponding period of 1929, while the exports of watch 
parts during the same periods of 1929 and 1930 were Frs. 
10,327,000 and Frs.° 10,287,000 respectively. 





Throw Away the Old Watch 
(From page 211) 


sell a watch, it took Charles Schwartz & Son to sell a 
real timepiece. “This series of ads not only excited a lot 
of interest and attracted a lot of attention among news- 
paper readers who thus began to realize the vaiue of 
having a real timepiece in their pockets instead of just 
a watch which might or might not keep time. 

“This series of ads was followed by a rhyme contest 
in which every newspaper reader was invited to send in 
his rhyme, not over eight lines long, telling us what the 
man in the picture was saying as he flung his old watch 
away. This series stimulated additional interest among 
readers, and caused many to compose some short poem and 
enter it in our contest. It made people think in terms of 
the picture we used—of throwing their old watch away 
and getting a new one. It tended to make them think 
about the fact that after all their old timepiece wasn’t 
much and they might as well have a new one. Each con- 
testant had to use as a part of the poem our own two- 
line poem, “Throw that cheap watch away. Buy a 
Schwartz timepiece today,’ and featuring our easy pay- 
ment plan of buying world famous timepieces. 

“As a result, hundreds of answers were received, which 
we put to good use in various ways. In the first place, 
we got a good mailing list of names of live prospects 
who were now not only thoroughly familiar with the 
name Schwartz and our store, but people who were 
naturally interested in the contest and who would read 
what you sent them, and so to these names we sent 
out a letter and with that letter went a little card printed 
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with a $2.50 credit on it for every purchase of twenty- 
five dollars or more. We also offered to give them a 
liberal allowance on their old watch, calling attention to 
the ash can we have here in the store, and as a result 
we got a good many of those cards in. That card is good 
until Jan. 1, 1931. The purchase of twenty-five dollars 
does not have to be made all at one time. It may only 
be five dollars now and five more later, until the total 
amount runs into twenty-five dollars, when they get 
two dollars and fifty cents credit.” 

The can in the store was painted in gold trimmings 
and with black letters, “Schwartz Ash Can, For Old 
Watches,” and was filled up from time to time from 
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the bottom to the top with old watches as they were 
handed in, forming a regular museum of old watches and 
timepieces. A sign alongside of the ash can read: “Lib- 
eral Allowance On Your Old Watch,” while on the 
other side it read: “Throw Your Old Watch Into The 
Schwartz Ash Can.” 

“In this connection,” says Mr. Schwartz, “we also 
ran a set of car cards which tied up with our newspaper 
advertising, and this also worked out very satisfactorily. 
Not only did we sell more watches during that month of 
the campaign than ever before, but we also created a 
tremendous amount of interest in throwing away old 
worn out relics of timepieces which no longer served a 
useful purpose, and so we got them new-watch-minded.” 





Gem Course at University of Southern California 

The University College of the University of Southern 
California is offering, under the instruction of Robert M. 
Shipley, a course in the classification and evaluation of 
gem stones, beginning Sept. 16. The class will meet on 
the 13th floor of the Transportation Building located at 
Seventh and Los Angeles Sts., Los Angeles, Cal. 

The night classes, which have been indorsed by the 
California Gold and Silversmiths’ Association, constitute 
a practical course for managers and salespeople in jewelry 
stores, as well as for gem collectors and diamond dealers. 
The course will cover the history and factors affecting 
the value of all precious and semiprecious stones, their 
mineralogical nature, crystalography, specific gravity and 
refraction. Detection of artificial formations and imita- 
tions will be demonstrated by the use of gem-testing in- 
struments and liquids. 














A special section carrying the report of the Annual 
Convention of the American National Retail Jewelers’ 
Association at the Hotel Pennsylvania, Sept. 14-19, and 
other news, will be included in this issue of The 
Jewelers’ Circular as Section 2. 


Ohio Retail Jewelers Meet 


CINCINNATI, Sept. 6.—A plea for hearty 
cooperation among all jewelers retail, 
wholesale and manufacturing and the 
economic necessity of getting together, 
was forcefully stressed by William G. 
Frasier, president of the American Na- 
tional Retail Jewelers’ Association, who 
was the principal speaker at the 24th an- 
nual meeting of the Ohio Retail Jewelers’ 
Association, held in Cincinnati during 
the week. The Ohio jewelers endorsed 
the A.N.R.J.A. The visiting delegates as 
well as local retail jewelers were guests 
of the Cincinnati Wholesale Jewelers 
and Manufacturers Association at a ban- 
quet given at the Zoological Gardens, 
Wednesday evening. The convention 
was in session three days during which 
time members heard talks on practically 
every problem facing the industry. 

One item of business which did not 
take place as had been planned was the 
election of officers on the final day of the 
meeting. The delay was due to the sud- 
den illness of Hugh N. Beattie, Cleve- 
land, president of the state organization. 
The election will be held at a later date, 
according to A. C. Hutchison, Akron, 
secretary. 

Two Cincinnatians were among four 
directors who were added to the board. 
They are Henry Von Unruh, president 
of the Cincinnati association and A. W. 
Kampf, who was chairman of the local 
entertainment committee for the meeting. 
E. W. Chamberlin of Akron and John 
B. Schaeffer of Sandusky were the other 
two added to the board. 

Formal school training for watch re- 
pairmen is an imperative need and should 
replace the old method of apprentice 
training, asserted Prof. John T. Faig, 
president of the Ohio Mechanics Insti- 
tute. 

While the meeting proper was held in 
the French ball room of the Sinton Hotel, 
one wing of the third floor was given 
over to displays and entertainment head- 
quarters of the local wholesale associa- 
tion. Several local houses had displays 
while two national clock companies and 
silver manufacturing establishments also 
showed a line of merchandise. 


Sent to Prison for Concealing 
Assets 


Charles Glickman, formerly engaged 
in the jewelry business at 48 W. 48th 
St., New York, was sentenced to serve 90 
days in the Federal Detention Prison, on 
Sept. 9 after being found guilty of con- 
cealing assets from his trustee in bank- 
ruptcy. Glickman was convicted in the 
United States District Court on Sept. 6 
after a trial lasting four days. 

The prisoner submitted a 
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financial 


statement to the National Jewelers Boar 
of Trade on Jan. 10, 1928 showing a my 
worth of $33,870.74 but when he faile/ 
in June of the same year his liabiliti. 
totaled about $22,000 and he had no » 
sets. At the trial Assistant Unite 
States District Attorney Tompkins prove 
that Glickman had prepared a false x 
of books in anticipation of his bank 
ruptcy. 


Rob Davenport, lowa, Store 


DAvENPorT, IowA, Sept. 12.—The Wal 
ter E. VonKorff jewelry store, 212 VW, 
3rd St., was held up and robbed recent) 
by two bandits who got away with near. 
ly 100 diamond rings, several large w 
set stones and 40 smaller ones. Mr. Vop 
Korff’s loss of $5,000 is covered by ip 
surance. 

The proprietor, who was alone in th 
store when the bandits entered, wa 
backed into a small workshop off the 
store, where he was held prisoner whilt 
one of the men gathered up the loot. 





Classes in Jewelry Design at 
Mechanic’s Institute, 
New York 


Two classes in appplied jewelry design 
will begin the fall term at the Mechanics 
Institute, 20 W. 44th St. New York, Sept 
26. Already 52 students are enrolled, a 
increase of 16 pupils over the enroll- 
ment of last year. 

Louis Rouillion, principal of the Insti- 
tute, recently told The Jewelers Circular 
that he is enthusiastic over the results 
that have been obtained from the aspit 
ing designers under the tutelage of C. A 
Jakobb. 


Three Thugs Loot Jewelry Store 


CLEVELAND, OH1I0, Sept. 12.—Early 
Monday morning three thugs held up the 
store of H. Miller & Son, retail jewelers, 
2832 Lorain Ave., and escaped with loot 
consisting of watches and diamond rings 
of an estimated value of $12,000, includ- 
ing $200 in cash. 

Eugene Sabo, clerk, was waiting on 4 
woman customer when the first of the 
three robbers entered. He asked to see 
a wrist watch. The woman, her business 
completed, left the store and the second 
man entered closely followed by a third 
who walked behind the counter and cov 
ered Sabo with a gun. Another ma 
believed to have been a beggar thea 
came in and he with the clerk were hust 
led into a rear room where they wert 
guarded while the other robbers pro 
ceeded to loot the two safes and escaped. 
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Jewelry Trade Association 
Organized 


First Meeting at Chicago Chooses Tempo- 
rary Officers and Board of Governors 
After a Two-Day Session of 
Speeches and Addresses 


Cuicaco, Sept. 9.—In response to a 
call issued by Bartley J. Doyle to 1600 
jewelers of Chicago and nearby States 
about 100 jewelers were present at the 
Palmer House yesterday and today at- 
tending the preliminary organization 
meeting of the Jewelry Trade Associa- 
tion. 

J. M. H. Lebolt of this city was chosen 
president, Ralph Roessler was elected 
secretary and Bartley J. Doyle, treasurer. 

Monday A. C. Becken, past president 
of the National Wholesale Jewelers Asso- 
ciation was the first speaker and wel- 
comed those assembled. 

J. M. H. Lebolt, of Lebolt & Co., Chi- 
cago, devoted most of his time to dis- 
cussing the evils of retailing by whole- 
salers. 

In the afternoon 
Marion, Ind., was appointed temporary 
secretary and told of the progress made 
by him as chairman of the membership 
campaign in the organization of the Re- 
tail Jewelry Trade Association. 

After Albert Ellbogen, of the Stein & 
Ellbogen Co., Chicago, had extended 
greetings E. St. Elmo Lewis spoke on the 
“Why of Organization.” ‘The Monday 
afternoon program closed with a talk on 
“Value of Organization’ by Gustave 
Keller, formerly in the retail jewelry 
business at Appleton, Wis. 

In the evening there were addresses 
by Hayes McFarland on “Merchandise” 
and Homer Buckley on “Selling It.” 


TUESDAY 


On Tuesday morning Robert E. Miller, 
general manager of the Illinois Watch 
Co., Springfield, Ill., delivered a ‘most 
interesting talk on business conditions, 
cooperation and organization. , 

Along this line a question from T. L. 
Combs, Omaha, brought a reply from 
Mr. Lewis that he was not sure whether 
the $10 dues, paid by a retail jeweler, 
paid for both membership in the Retail 
Jewelry Trade Association and support 
of the Institute. Mr. Lewis said this 
would be a question for the Board of 
Governors to decide. 

In closing Mr. Lewis made a remark 
that brought forth the only important 
question of the two days’ session. He 
intimated the Institute would not be 
operated for profit. 

In the afternoon the temporary organi- 
zation was completed and officers selected 
to serve until such time as a National 
conference shall be held at which time 
permanent officers shall be selected. 

The following is the full board of 
officers chosen: President, J. M. H. Le- 
bolt, Chicago; Vice-presidents, George 
Brock, Los Angeles; A. Hardy, Pitts- 
burgh; Mr. Kennard, Boston; Secretary, 
Ralph Roessler, Marion, Ind.; Treasurer, 
Bartley J. Doyle. Board of Governors: 
I. J. C. Holland, San Angelo; L. Haus- 
mann, New Orleans; Leo Voight, St. 
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Ralph Roessler,’ 


Louis; Laughley Robert, Pittsburgh; 
Samuel H. Kirby, New Haven; I. C. 
Josephson, Moline; L. J. Kirkpatrick, St. 
Joseph, Mo.; Casius Bagley, Duluth; 

Wm. Gibson, Chicago; Wm. Walsh, 
Paterson, N. J.; Earl Middleton, Miami; 
Howard Milliken, Baltimore; Wm. 
Wright, Washington, D. C., and James 
Garlick, Detroit. 


National Wholesalers Associa- 
tion Changes Name 


PHILADELPHIA, Sept. 12.—George A. 
Fernley, secretary of the National Whole- 
sale Jewelers Association has notified 
members of the official change of the 
name of the organization to the National 
Wholesale Jewelry Trade Association. 
This is in accordance with the suggested 
changes in the constitution and by-laws 
tentatively approved at the annual con- 
vention in Atlantic City, July 29. 

In order to formally ratify the changes, 
a vote by mail was taken and the mem- 
bers overwhelmingly approved of the 
change both in the name and the provi- 
sion for three vice-presidents and an 
immediate past president. 

Secretary Fernley’s letter announces 
the work of raising $75,000 to help 
finance the Jewelry Institute of America 
is being conducted as a separate activity 
and this is not part of the dues of the 
organization. The dues, he announced 
will not be changed from $50 per annum 
until the institute is fully organized and 
functioning. 


Robs Boston Store — Window 
Smasher Gets Valuable Loot 


Boston, Mass. Sept. 4.—In a daring 
window smashing committed last Satur- 
day night at the jewelry store of Robin- 
son & Co., 329 Washington St., this city, 
thieves escaped with jewelry worth $22,- 
000 after shooting and wounding in the 
hand George Goodman, manager of the 
establishment... The thief and four con- 
federates made their getaway in a wait- 
ing automobile which was found the fol- 
lowing day abandoned in the South end 
of Boston. 

The theft was committed at 10:30 p.m. 
just as the concern was preparing to 
close the establishment. 


Death of Stephen L. Folger 


Stephen Lane Folger, pioneer emblem 
and medal manufacturer and head of the 
firm bearing his name at 180 Broadway, 
New York died recently at the Medical 
Center. Services were held at his late 
home 290 West End Ave., after whick 
the body was moved to Mount Hope 
Cemetery. 

Mr. Folger was born in Bergen Coun- 
ty, N. J., and was 61 years old at the 
time of his death. In 1892 he established 
the present business of Stephen Lane 
Folger Inc., of which he was the active 
lead until his death. 

Deceased is survived by his widow 
and one son. 
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Flames Wipe Out Jewelry Store 


The store of the-George Jackson Jewel- 
ry Co., Leetonia, Ohio, was completely 
wiped out recently in a fire which swept 
the business section and caused loss es- 
timated at $100,000. 

Practically all the stock of the store 
was carried out before the blaze razed 
the building. All fixtures were lost. The 
store will be reestablished in temporary 
quarters until a new location is secured. 


Death of Berthold Veit 


Berthold Veit, founder and president 
of B. & L. Veit, Inc., 11 Maiden Lane, 
New York, passed away in his 70th year, 
at his home at 350 Central Park West, 
New York, on Saturday evening, Aug. 
as 

Mr. Veit was born in Emmindigen, 
Germany, and came to this country when 
he was 18 years of age, finding employ- 
ment with the jewelrfy supply concern 
of Marx & Weiss. 

In 1884 he went into business for him- 
self and established the present firm of 
B. & L. Veit, which business will be con- 
tinued by his sons, Arthur and Lester, 
who have long been associated with him. 

Mr. Veit was one of the most promin- 
ent figures in the diamond trade, and 
participated extensively in philanthropic 
work. 








New Enterprises 


Alfred W. Fried, retail jeweler, plans 
to open a store at 60 Asylum St., Hart- 
ford, Conn., and will be on the premises 
starting Oct. 1. 

* * * 

W. Kasner, recently opened an instal- 
ment jewelry store at 509 W. Main St., 
Oklahoma City, Okla., trading as the 
Kasner Jewelry Co. 

*** 

A. Adolph Hug, formerly with Jules 
Borel & Co., watch material importers, 
has established a jewelry shop at 1408 
Second Ave., Seattle, Wash. 

* * * 

H. E. Davenport has started in busi- 
ness as a retail jeweler at 205 N. Inde- 
pendence St., Enid, Okla. 

* * * 

A credit jewelry store has been opened 
at 205 W. Market St., Sandusky, Ohio, 
by the Howard Jewelry Co. 
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PATENTS PENDIEG 


UPERLIN K, our latest contribution to the retail 


jeweler enjoying a discriminating patronage. End 
Hooks—trim and neat—quickly removed by hand, 
without tools—positive lock and an exclusive A & Z 
feature. The bracelet can be shortened to any 
desired length from the ends with additional 
minute adjustments in the buckle. 





A dainty, graceful model 

for women and a rugged, 

good-looking pattern 
for men 


SUPERLINKS retail from $4 - $O 


RETAIL JEWELERS: To be assured 
of prompt service, send in your order 
at once for immediate delivery. 


AézZ Chain Company 


PROVIDENCE, R.I. 


Superfold Center Buckle—with the Patented Sliding Section for Extra Extension 




















S. Nathan & Co., importers of pearls, 
diamonds, and precious stones, 71 Nas- 
sau St., have opened an uptown branch 
ofice at 10 W. 47th St. 

The monthly meeting of the Executive 
Board of the Retail Jewelers Association 
of New York was held Sept. 5 at 9 p.m. 
at the Hotel Astor. As this meeting was 
the last one before the A.N.R.J.A. con- 
vention, Charles T. Evans, secretary of 
that organization, gave final instructions 
to the jewelers as to the duties of com- 
mittee heads and members of committees 
belonging to the various organizations. 
A. Landau announced that the registra- 
tion of the members of the Bronx, Brook- 
lvn and Metropolitan associations would 
amount to at least 250. A resolution that 
some action be taken toward an adjust- 
ment of resale price between the “cash” 
and the “credit” jeweler was sanctioned 
by the board. It was turned over to 
Mr. Evans to be submitted to the resolu- 
tions committee of the national conven- 
tion. A bill may be presented at the 
next meeting of the State Legislature re- 
garding the control of the appraisal evil. 

The office of Sokol, Montag & Co., at 
245 Fifth Ave., this city, has been discon- 
tinued, and all business will be conducted 
at the concern’s established branch office 
at 719 S. Los Angeles St., Los Angeles, 
Cal. 

The business of Jacques Bienenfeld, 
dealer in oriental pearls, 527 Fifth Ave., 
was recently incorporated with a paid- 
in capital of $1,000,000. The officers of 
the corporation are Jacques Bienenfeld, 
president; Simon Liebermann and Edgar 
Hume, vice-presidents and Edward H. 
Kay, secretary-treasurer. 

Joseph Wasserstrom of Tancer & Was- 
serstrom, 48 W. 48th St., returned to this 
city last week after a three months’ trip 
abroad. Mr. Wasserstrom was accom- 
panied by his wife and arrived here on 
the Olympic. 

The Timeology Hikers still continue to 
meet each Saturday afternoon at 2.30 
o'clock for their weekly walks to inter- 
esting points in and around New York. 
Next Saturday they will hike to Hun- 
ters Island, and on Saturday, Sept. 27, 
they will gather at the foot of the I.R.T. 
Broadway-Seventh Ave. subway station 
at 207th St., for a walk to Inwood Park. 
The following Saturday they will walk 
through Riverdale and Spuyten Duyvil, 
and on Oct. 11 hike along the Palisades 
from Fort Lee in New Jersey to the 
Dyckman St. ferry. 

In order to contradict rumors which it 
is said are being circulated throughout 
the trade, S. W. Hymes, 9 Maiden Lane, 
announced recently that T. G. Frothing- 
ham & Co., North Attleboro, which con- 
cern he represents, will not discontinue 
business nor have they any intention of 
doing so. 

Guy E. Mayer, treasurer of Powers & 
Mayer Inc., 58 W. 40th St., and son of 
Josh W. Mayer, recently captured the 
golf championship of the Norwood Coun- 
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try Club, Long Branch, N. J. This vic- 
tory gives him permanent possession of 
the club trophy which has been com- 
peted for among members since the in- 
ception of the organization 15 years ago. 
At a dinner tendered to Mr. Mayer by 


( One of the best indications A 


of the change of the con- 
sumer’s attitude toward fine 
jewelry in the past month 
has been the numerous re- 
ports of sales and negotiations 
for sales of very fine pieces. 
During the past fortnight, the 
trade learned of the sale of a 
pearl necklace for approxi- 
mately $700,000 to one of 
America’s multi - millicnaires, 
the sale being made by a Fifth 
Avenue house. Another great 
Fifth Avenue house is re- 
ported to have made three 
sales, the total of which ap- 
proximated over $500,000, 
while numerous other reports 
of sales of large pieces of 
$25,000 to $75,000 have been 
current. As one large jew- 
eler remarked: “If the big 
people of the country are be- 
ginning to open their purse- 
strings to buy jewelry, the end 
of the depression is surely in 


\ sight.” y, 


the club the trophy, as well as a gold 
medal, was presented to the winner. 

Mark Skalmer, Inc., retail jeweler, has 
removed his business from 607 Fifth 
Ave., to 40 E. 50th St. 


The M. Krivitzin Co., manufacturing 
jeweler, formerly at 106 Fulton St., is 
now located in new quarters at 112 Ful- 
ton St. 

Bayardi Bros., manufacturers of pla- 
tinum jewelry, have moved from Chi- 
cago to New York, locating at 67 W. 
44th St. 

Eph. Fleisher, at 71 Broadway, for 
the past eight years, has moved to 23 
E. Broadway. 

S. A. Siff, formerly with Leiberman 
Bros., 66 Nassau St. has engaged in 
business for himself, trading as_ the 
Samsi Watch Co., 93-95 Nassau St. 

Joseph Goldmuntz of Goldmuntz Bros. 
& Co., 10 W. 47th St., has returned from 
abroad after spending three months in 
Europe. He was accompanied by his 
wife and children. 

Carl Ornstein, with the firm of Eduard 
Van Dam, 475 Fifth Ave., returned to 
this country recently on the Statendam, 
after being abroad for two and a half 
months. While in Europe he visited the 
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Jewelry News of the 


Metropolitan District 


cutting factories of the concern, located 
in Amsterdam and Antwerp. 

Charters of incorporation were recent- 
ly issued at Albany to the following con- 
cerns afhliated with the jewelry trade in 


this city and Brooklyn. Bert H. Satz, 
jeweler, 100 shares of common stock; 
Consolidated Jewelers Service Co., capi- 
tal $20,000; House of Visconti, jewelry, 
1,000 shares of common stock; Macher 
Watch Co., capital $50,000; Jentleson & 
Kaplan, jewelry, 500 shares of common 
stock; Uris Art Jewelry, capital $10,000; 
Audemars-Piguet, jewelry, 25 shares 
common stock; Barnett Daniel, jewelry, 
capital $25,000; La France Jewelry Shop, 
capital $10,000; Kuo Feng Co., jewelry, 
capital $100,000; and Comet Stores Corp. 
jewelry, Brooklyn, capital $10,000. 

Schneer’s who maintain a chain of 
stores in the South, recently opened a 
new establishment at 557 Fulton St., 
Brooklyn. 

It has been announced that Frank L. 
Demerest has joined the firm of Jacques 
Bienenfeld, Inc., becoming affiliated with 
the firm on Sept. 15. Mr. Demerest is 
at present in Europe, and will return to 
this city about Oct. 1. 

David Toepfer, son of S. Toepfer, 
diamond broker of this city, was severely 
injured recently in an automobile ac- 
cident at Findlay, Ohio. Mr. Toepfer 
was driving from Toledo, Ohio, to Cin- 
cinnati, and as a result of the accident 
is now confined in the French Hospital 
at Findlay, now convalescing. 

Announcement has been made by Coty 
Inc., 714 Fifth Ave., of the appointment 
of L. Luria & Son, New York, and The 
Wallenstein-Mayer Co., Cincinnati, Ohio, 
as distributors of jewel-like creations to 
the retail jewelry trade. 

The partnership of Sapinkopf & Har- 
ris, diamond and calibre setters, 71 Nas- 
sau St., has been dissolved. 

I. Kunnel, watchmaker formerly in 
charge of the repair department of a 
well known Swiss watch concern, is now 
located at 60 Nassau St., where he is 
doing watch repairing for the trade. 

An exhibit of new creations in sterling 
silver and semi-precious stones will be 
held at the Art Center, 65 E. 56th St., 
from Sept. 15 to Oct. 5. The new crea- 
tions are by Eric Magnussen and the 
exhibit is sponsored by August Dingeldein 
& Son. 

The firm name of B. Goldsmid, has 
been changed to B. Goldsmid Co. The 
personnel will remain the same. The 
firm will continue to manufacture gold 
watch cases at 64 Fulton St. 

Thomas Kirkpatrick, of Kirkpatrick & 
Morell, Inc., 463 Park Ave., on Sept. 11 
consummated the purchase of all other in- 
terests in the concern, including the cred- 
itors, and will continue the business. 
Alfred Morell, formerly associated with 
Mr. Kirkpatrick, is now a member of the 
firm of Walter Dreicer & Co., Inc., 571 
Madison Ave., in the capacity of chair- 
man of the board of directors. 
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--- here it is— 
a fold-over 
eenter buckle 
with 

@-X=p-a-n-S-i-0-n 
At last. an 
attachment 
that always 
fits—and is al- 
ways supremely 


PATENT eomfortable 
PENDING 

















Slip one on—observe the expanding link as it compensates for 
every wrist movement. EXCELLINK is the best fitting and most 
comfortable watch attachment on the market. You will agree 
when you see it! If your Wholesaler cannot supply EXCELLINK, 
clip the coupon, and we will ship direct and bill through him. 


No. 7—1/10 14k white or green gold filled, $8.25. 1/20 12k white or green 
gold filled, $5.00; Chromium, $2.75. No. 8—1/10 14k white or green 
gold filled, $9.00; Chromium, $3.00. No. 9—I1/10 14k white or green 
gold filled, $5.50; Chromium, $2.50. (Jewelers’ Discounts.) 





Model No. 9——For Ladies—Expanding Fold-Over Buckle 


EXCELL MFC. CO. 


45 Richmond St. Providence, R. I. 


New York -- Chicago - - San Francisco 


You Have Seen 
the Rest 
Now Look At 

“a  EXCELLINK 














One end at- 
tached — other 
easily hooked. 
Expanding 


center. 
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Amt.....No.9..wh..grgef 14k..ch 
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Some improvement in activity has been 
noted recently by the Gorham Mfg. Co. 
according to President Edmund C. Mayo, 
who adds however, that this is only a 
natural development for, this time of the 


year. 

Notice has been filed at the Secretary of 
State’s office of the increase in capital 
stock by the Kestenman Bros. Mfg. Co. of 
this city from 300 shares of common no 
par value stock to $100,000 and 300 
shares of no par value. 

A. H. Schreiber & Co., Inc., is a new 
concern that recently began manufactur- 
ing a line of sterling silver novelties and 
jewelry at 62 Page St. 

Charles A. Kelley, for several years 
secretary and assistant treasurer of the 
Inlaid & Optical Co. Inc., 1058 Broad 
St., died recently at his home, 123 Hud- 
son St. He was the son of the late Wil- 
liam H. and Mary J. Kelley and is sur- 
vived by his widow. 

The annual meeting of the Jewelers’ 
Protective Association will be held at the 
rooms of the New England Manufactur- 
ing Jewelers’ and Silversmiths’ Associa- 
tion in this city on Thursday afternoon, 
Oct. 23, at 5 o’clock, for the election of 
officers and consideration of reports. 

The annual corporation meeting of the 
New England Manufacturing Jewelers’ 
and Silversmiths’ Association will be held 
at 6 o’clock on Thursday evening, Oct. 
23, attendance being confined to members 
only. Following a brief business meet- 
ing during which reports will be con- 
sidered and directors for three years 
elected, there will be a dinner and brief 
addresses. 

Henry C. Llufrio, prominently iden- 
tified for a number of years with the 
jewelry industry of this city, both as a 
craftsman and an inventor, died at his 
home, 18 Parkis Ave., recently after a 
two weeks’ illness. He was born in 
Providence 77 years ago. During 
most of his life he engaged in the 
jewelry trade, establishing his own busi- 
ness more than 30 years ago. At the 
time of his death he was the proprietor 
of a chasing and engraving establish- 
ment at 661 Westminister St. Besides 
his widow he is survived by a daughter. 

In connection with the Tercentenary 
celebration now being held at North At- 
tleboro, Mass., merchandise manufactu- 
red in this town is being extensively dis- 
played in local store windows. The 
products of the jewelry and allied in- 
dustries in North Attleboro are naturally 
occupying a conspicuous place in these 
displays which are causing many favor- 
able comments. Among those showing 


their products are: J. F. Sturdy’s Sons 
Co., Bishop Co., Bugbee & Niles Co., D. 
Evans & Co., Jewelry & Cutlery Novelty 
Co., Cheever, Tweedy & Co., J. J. Som- 
mer Co., Charles K. Grouse & Co., E. 
I. Franklin & Co., G. C. Hudson & Co., 
Clark Lighter Co. J. H. Peckham & 
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Happenings in the 


P ROVI DEN . * New England Territory 


Sons, Mason Box Co., V. H. Blackinton 
Co., R. Blackinton & Co., Paye & Baker 
Mfg. Co., Mandalian Mfg. Co., Frank 
M. Whiting & Co., Evans Case Co., Web- 
ster Co., H. F. Barrows Co., LeStage 
Mfg. Co., O. M. Draper Corp., and 
White Mfg. Co. 


Boston Jeweler Killed 


Boston, Mass., Sept. 6.—Samuel Fried- 
man, Hanover St. jeweler, was killed by 
a truck on State St. yesterday while he 
was on his way to his store after having 
sent a cablegram to his daughter who is 
abroad. 

Michael J. Austin, Jr., of East Boston, 
driver of the truck, said that Friedman 
suddenly appeared in front of his car 
out of dense traffic. 

Mr. Friedman was 60 years of age and 
lived at 14 Hamilton Road, Brookline. 





The Platinum Market 


There has been a gradual decrease in 
the prices of platinum for the last month 
due to the general “softening of the mar- 


ket.” The official prices as of Sept. 10, 
were: 
Per Ounce 
Soft Platinum ................ $ 36 
With 5 per cent iridium....... 44 
With 10 per cent iridium...... 52 
REISS ons Pinte eee Os 200 
NITIES oe sek oe ok hoe ates 23 


The actual selling prices on that day 
were slightly under the market quota- 
tions, soft platinum being sold from $31 
to $33; containing five per cent iridium, 
about $40; 10 per cent from $49 to $51 
and palladium about $20. The market 
for iridium, however, remains firm, sales 
taking place at $200 or more per ounce. 


Market Prices for Silver Bars 
Sept. 2 to Sept. 8, 1930 


Selling Price 
London U. 8. Gov’t New York 


Date Official Assay Bars Official 
re 165% 381% 3534 
cs ...16% 37% 35% 
Sept. 4.........16%% 38 36 
ee 16% 38% 36% 
ae (Gs. 6. <x. 16% 38% 3534 

38% 36% 


a 165% 





Jewelers to Broadcast Weekly 


On Friday evening, Sept. 26, a new 
idea in radio broadcasting will have its 
premiere. Through the sponsorship of 
the Biow Company, Inc., New York ad- 
vertising agency, a plan has been per- 
fected whereby 35 of the leading jewel- 
ers throughout the United States “take 
the air’ over the Columbia Broadcast- 
ing System. 

These broadcasts are by way of being 
real Broadway performances on the air, 
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gay, and peppy, with entertainers such 
as Eddie Cantor. The program will be 
guided via the ether waves by radio’s 
own Master of Ceremonies, Norman 
Brokenshire. 


Museums Request Pewter 
Exhibits 


Lester H. Vaughan, pioneer pewterer 
of the present era of pewter popularity, 
is exhibiting, at the special request of 
the following group of art museums, 12 
pieces of pewter, among which is a three 
piece Colonial set of new design: Mu- 
seum of Fine Arts, Boston, Mass.; Met- 
ropolitan Museum of Art; Art Institute 
of Chicago, and the Cleveland Art Mu- 
seum. 

The examples of his craftsmanship will 
make a tour of these art museums this 
fall. Mr. Vaughan is the recipient of an 
award of merit from the Society of Arts 
and Crafts, of Boston, and also winner 
of the Arthur Huen Prize awarded by 
the Art Institute of Chicago. 





Boston Survey Shows Average 
Unit Sale of Jewelry Stores 


An investigation made by THE JEweL- 
ERS’ CIRCULAR in the city of Boston re- 
veals that credit stores have accurate 
figures on the amount of money each ac- 
count spends with them in the course of 
a year. Jewelers in the nearby small 
cities of 50,000 inhabitants and over give 
estimates of what was spent by their cus- 
tomers annually. 

The figures of a high grade jewel 
house of Boston show that the average 
yearly expenditure of their customers 
was between $1,000 and $3,500 per per- 
son. Jewelery stores of general charac- 
ter in Boston show sales from $75 to 
$100. Popularly priced general lines 
outside of Boston indicate purchases year- 
ly of between $35 and $65 per customer. 
The records of credit stores in Boston 
show sales per customer during 1927 of 
$34.15; 1928, $28.85 and 1929, $28.30. 

One credit store furnished a very in- 
teresting breakdown showing the aver- 
age price paid for their leading items. 
Wrist Watch, $30.00; Strap, $27.50; 
Pocket Watch, $26.00; Wedding Rings, 
$12.50; Stone Rings, $16.00; Diamond 
Rings, $85.00; Toilet Sets, $23.50; 
Leather Goods, $19.00. 





New England Notes 


Business conditions in this section are 
beginning to show some improvement. 

Formal opening of the new store of 
McAuliffe & Hadley, 42 Newbury St., 
Boston, Mass., took place yesterday, al- 
though the company moved from its old 
address a month ago. The new store is 
several times larger than the former 
premises. 
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Introducing 


ANNE=CECILE 


A BEAUTIFUL, NEW BRACELET BY HARVEY CLAP & CO. 





We take great pride in presenting ““ANNE-CECILE,” the 
most beautiful watch bracelet ever produced. A distinc- 
tive pattern of delicate piercings, similar in appearance 
to fine platinum work. Excellent construction—each 
link removable and expansible. In 1/10th, 12K. Gold 
Filled only. Patented Fold-Over center of special design. 


And now— 


Thee HARVEY CLAD cetthier 





The pattern is continuous when bracelet is 
closed and the fold-over center is not discern- 
ible from either top or side. Also made with 
Dili watts separable center. Easily adjusted to half or full 
Exact illustration of fold- link length. 14K. Gold Filled or “NuWite.” 


lied on . 
are rs indie : Patents pending. 
either men’s or women’s 


model. 





Send to Your Nearest Wholesaler for an Assortment of These Styles 


wee HARVEY CLAP & CO. 














of ATTLEBORO, MASS. 





















associated 


Robert Scheffries, is now 
with the Israel-Lessing Sales Co., of 29 
E. Madison St. He succeeds Sidney 
Newburger, who left for an extended 


western trip. Mr. Scheffries, formerly 
was connected with Emil Braude & Sons, 
Inc. 

The second and final dividend of 5% 
per cent was sent to creditors of Arthur 
M. Anderson, formerly of Joliet, Iil. 
This was sent by the trustee, Louis 
Goldman, of Goldman, Allshouse & 
Healy, who liquidated the business. 

Marks Bros., credit jewelers, have 
completed their negotiations in acquiring 
the leasehold adjoining their N. State 
St. store, which will give them a 42-foot 
frontage on the corner of State and Ran- 
dolph Sts., one of Chicago’s busiest cor- 
ners. They will commence remodelling 
next May erecting new store fronts, in- 
stalling additional fixtures and remodel- 
ling the subway for offices, credit rooms, 
etc. 

R. M. Nevins, formerly of the Hart 
Jewelry Co., recently became associated 
with the Mautner Mfg. Co., of New 
York, manufacturer of pewter and silver 
plated ware. Mr. Nevins represents 
them through the Middle West ter- 
ritory. 

B. J. Hagamann, of 5454 Wentworth 
Ave., recently incorporated his business 
and is now operating as B. J. Hagamann 
& Co., Inc. 

Brandt & Nystrom, Wilson Ave., near 
Broadway, report a colored sneak thief 
got away with an acquamarine ring 
valued at $40. Jewelers are warned to 
be on the lookout at all times when mer- 
chandise is being displayed to strangers. 

McGrath & Piermattei, is the name of 
a new corporation recently formed, un- 
der Illinois law for $25,000. The incor- 
porators are Wm. McGrath, his son 
Wm. Jr., and Guy Piermattei. The firm 
formerly was known as Wm. McGrath 
& Son. They will continue to operate at 
29 E. Madison St. ~ 

Several men were recently arrested for 
passing fraudulent checks and securities. 
Authorities recovered $21,000 of stolen 
securities and in going through their 
effects found a pawn ticket on a Kan- 
sas City pawn shop. A. Diamont of 
Kansas City, who recently reported hav- 
ing given out a diamond ring to a man 
with the same description as one of the 
men, in exchange for travelers’ checks on 
the First National Bank of Los Angeles, 
which checks proved to be worthless, 
positively identified the picture of one 
of them that was sent him by the Pin- 
kertons, operating for the Jewelers’ 
Security Alliance. Arthur Newman, of 
I. C. Newman, who suffered a $700 loss 
in the same manner about a month ago, 
also identified the same man. 

Max A. Kohen, having sold his inter- 
est in the jewelry’store of that name at 
Springfield, Ill., it will be changed to 
Harrold’s, Inc. No change will be made 
in the store personnel. The manager, 
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Bud Boyer, has been a Springfield resi- 
dent for less than a year, yet is undoub- 
tedly one of the city’s best known busi- 
ness men. 


Brothers Sent to Prison 


WASHBURN, WIs., Sept. 8.—Pleading 
guilty to robbing E. M. Abdallah, Duluth 
jewelry salesman of $5,000 worth of 
jewelry near Iron River, Wis., on May 
28, James and Charles Youness, St. Paul 
youths, received an indeterminate sentence 
of one to seven years in Waupun prison. 
Circuit Judge B. N. Risjord sentenced 
them at a special session of the court. 

Efforts to have Charles, the younger of 
the two brothers, put on parole, were un- 
successful. 





Know Your Auctioneer 


Retail jewelers are warned to be as 
careful in engaging auctioneers as they 
are in buying jewelry, and to be sure 
they know the history and reputation of 
the man whom they engage to place 
their stock before the public. 

For there are auctioneers and auction 
racketeers. Many of the latter are now 
traveling around the country inducing 
the jeweler to let them conduct sales, 
offering to charge 10 per cent in selling 
the jeweler’s stock and to divide the 
profit of a large amount of stock to be 
put in on consignment. This arrange- 
ment is all right where the stock to be 
put in is all right. The experience of 
some jewelers recently has been most un- 
fortunate for the unknown auctioneers 
have put in second hand watches, cylin- 
der wrist watches, diamonds full of 
flaws, brass chains and other junk on 
which they put their best efforts at the 
auction. The jewelers collected on this 
but they have had to stand the respon- 
sibility when the goods were returned by 
the customers as being misrepresented. 
The loss resulting has been great from 
the standpoint of money as well as re- 
putation. 

No reputable auctioneer will refuse to 
give references as to his ability, reliabil- 
ity and financial responsibility. No re- 
putable jeweler can afford to hire an 
auctioneer who refuses to do so or even 
hire those who do, until he is satisfied 
himself on these three points. If you 
must hold an auction, play safe and you 
won't be sorry. 


Death of Phil Winterberg 


Cuicaco, Sept. 8.—Phil Winterberg, 
well known watch and diamond man 
died suddenly last Saturday at New- 
castle, Pa. He was found dead in bed 
at a hotel. Mr. Winterberg, who repre- 
sented Eliassoff Bros. & Co., Albany, 
N. Y. was making his usual business trip 
through his territory. 

One son Herbert Winterberg, survives. 
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Jewelry News Flashes from the 
Great Central West 


Western News Notes 


R. E. Wells, jeweler, Strawberry Point, 
Iowa, has sold out his business to Fred 
Hignite. 


August Meyer, senior member of the 
firm of August Meyer & Sons, retail 
jewelers Grand Island, Nebr., died on 
Sept. 4. 


The Miller Jewelry Co. manufacturer 
of emblems and dealer in diamonds and 
precious stones, has moved into its new 
enlarged quarters in the Walnut build- 
ing, 809 Walnut St., Cincinnati, Ohio. 
The entire factory has been remodeled 
and enlarged. The firm was formerly 
located in the Greenwood building, Sixth 
and Vine Sts. 


The jewelry store of the late Charles 
J. Doersam, has been purchased by Loui: 
Hellerstein, who will continue the busi- 
ness at the same location, 405, 16th St, 
Denver, Colo., under the name of the 
Charles J. Doersam Jewelry Co., with 
F. Hugo Franson as manager. Mrs. 
Doersam retains no interest whatever, in 
the business. 


While repairing a pistol at his store 
one day recently, J. V. Merchant, jeweler, 
Iola, Kans., was accidentally wounded 
when a bullet was discharged. At St. 
John’s Hospital in Iola where Mr. Mer- 
chant is now confined, physicians said 
the jeweler had a good chance for re-- 
covery. The bullet entered the man’s 
body near the heart and was deflected 
by a rib. 


A lone bandit escaped with a tray of 
diamond rings from the store of the 
Lewis Jewelry Co., Akron, Ohio, in broad 
daylight, according to police who sup- 
pressed the report of the theft for two 
days. The tray contained 14 rings 
valued at $500. According to police re- 
ports, the bandit purchased a clock in 
the store. While the clerk was wrapping 
up the clock the man took the diamonds 
and left the store. 


Death of Edward G. Spears 


CHICAGO, Sept. 8—Edward G. Spears, 
for many years associated with the C. H. 
Knights-Thearle Co., passed away yes- 
terday morning at his late home 2452 
Berteau Ave. 

Edward Spears, spent his entire life in 
the jewelry business, being associated 
with only the C. H. Knights-Thearle Co. 
He was in the late 40’s at the time of his 
death. For many years he was secretary 
of the firm, in fact up to the time C. H. 
Knights-Thearle Co., merged with the 
A. C. Becken Co. He continued as IIl- 
inois representative until the time of his 
death. 


Deceased is survived by his widow, 
two brothers and one sister Frieda. 
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A New Version of an Old Trick 


BIRMINGHAM, ALA., Sept. 8.—A new way of defraud- 
ing jewelers here was successfully worked by a well 
dressed and distinguished looking stranger, who first went 
to an automobile house and asked that a $4,000 automo- 
bile be demonstrated to him. He said he would pay all 
cash if the car suited him. 


While passing through the retail district the stranger’ 


told the demonstrator that he wished to stop at the Gor- 
don Jewelry Co. just a few minutes. Entering the store 
the stranger told the manager he wanted a watch for a 
friend ill in a hospital here. He selected a $50 watch, 
telling the jeweler he would take it to his friend and 
would go to the bank and get the cash and call by and 
pay for it. The jeweler saw him arrive in the expensive 
car and saw the car waiting for him, hence allowed him 
to take the watch without paying anything on it. 

Then he had the auto demonstrator take him to a hos- 
pital, saying he would be there but five minutes. The 
demonstrator waited many minutes and the man never 
returned. Neither has the stranger ever cm and paid 
the jeweler for the watch. 





A Diamond a Day 
(From page 127) 


Pride of personal appearance. Pride can be aroused 
in favor of personal adornment, and in the adornment 
of those nearest and dearest to the customer. 

Emulation. The desire to equal or surpass one’s neigh- 
bors or associates lies dormant in all of us. By awaken- 
ing this emotion the sale of diamonds will be made easier. 

Social achievement. The possession of diamonds as- 
sures to some extent the social standing of the possessor. 

Expression of artistic taste. The artistic taste is latent 
in most people. By arousing this taste the jeweler will 
sell more diamonds easily. The expression of artistic 
taste can be made manifest through beauty and adorn- 
ment. 

Pride in the gift. 
gift possible. 

Ambition. Everyone has the ambition to wear diamonds, 
and this ambition is coupled with other ambitions that lead 
to easy sales of diamonds when aroused to activity. 

Romantic instinct. The field of romance is very large 
in connection with the advertising of diamonds. This 
emotion is so seldom aroused by the appeals of the jewelers 
that it is an almost virgin field for diamond advertising. 
Everyone is romantic, or has a romantic instinct of some 
degree or proportion. 

The foregoing emotions are easily aroused by sugges- 
tion, description and association of ideas. When the jewele: 
arouses these in his clientele there is a stimulation of busi- 
ness. ‘The customer is aroused to action in order to 
gratify inherent, instinctive desires. 

Rational appeals should be used in connection with the 
emotional appeal to secure the widest action on the part 
of the customer. The first creates the desire and the 
second urges the reasonableness of gratifying the desire 
that has been aroused. 

Advertising is a non-personal salesmanship. It takes 
the place of the salesman in creating interest in the 
article offered, and in arousing a desire for its possession. 
Through the buying motives the customer is more or less 


The diamond is the highest type of 
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influenced to make purchases of certain goods at par- 
ticular places. 

The diamond advertisement should not merely men- 
tion the article for sale, but should, through description 
emphasize its desirability. In doing this there is a small 
amount of technical information that should be imparted 
to the customer. This information should not be given 
in technical terms, foreign to the knowledge of the 
prospective customer, but in popular language under- 
standable by all. Among the technical themes that may 
be used in description of the diamond are found the 
following: 


The brilliancy and lustre of the gem. 

The shape of the jewel and the setting. 

The cutting—and the vogue for particular types. 

The color—its desirability and value. 

The perfection of the workmanship of the com- 
pleted piece of jewelry. 

The weight—size—in comparison with the price. 

Carefulness in selection, perfection of setting. 

Metals, and their comparative values in the 
setting. 


No matter how large the advertisement it is not de- 
sirable, nor advisable to try to get all the possible infor- 
mation of this character into its text. It is preferable to 
emphasize one, or at most a couple of the important 
points, while the others may be indicated by suggestion. 
The same points should not always be stressed in each 
advertisement. 





Ring Out the Old, Ring In the New 
(From page 143) 


in this manner rather than through reduced prices? 
Diamond rings, for one item. Diamond rings with sap- 
phires and emeralds now out of date should have these 
gems removed, new boxes put in, and a smaller diamond 
substituted for them. Diamond rings with old style 
and unattractive tops should have them taken off and 
replaced with modern tops. Diamond rings with old 
fashioned carving on the shanks need the shanks recarved 
and renovated. Bar pins with emeralds or sapphires 
need these replaced, as do bracelets and watch-cases. 

“Often a watch case can be modernized and will sell 
at once if a row of small diamonds is placed around the 
edge. While we are doing a continually increasing 
amount of business in changing stones over to scarf pins. 
With the steadily increasing demand for these pins, the 
jeweler has a fine opportunity to change over some of 
his older stones and move them. 

“Instead of marking down and selling such items as 
diamond jewelry and precious stones of all sorts, why 
not do this for a change. Why not spend a little more 
and sell them? I know another jeweler who every fall 
takes all of his old items to the repair shop and has them 
cleaned, renovated and brought up to date. He spends 
a nice sum of money to have diamond rings, bar pins, 
bracelets and the like remounted. Yet he has never had 
any cause to regret it, for he does not lose a penny on his 
remounting cost. When spring comes, he does not need 
to hold a sale of any kind. By spending a little more 
in the winter, he clears his shelves without having to take 
any losses from sale prices next summer. 








Telechron Motored 
—Every One 


"¢ More than 10 years ago 3 
‘“f, this marvelouslittleclock 3 
motor began revolution- #;% 
izing timekeeping. Today 9%: 
at its highest point of 
development General 
45z, Electric offers it in the 
3) General Electric Clock. 


Rie, Pa, : 





> Its speed is controlled with . 
* hairline precision by cur- ; 
rent pulsations kept con- 
stant at the power station ‘ 
with master clocks checked * 
regularly with radio time Xe# 
signals from the U.S.Naval & 

Observatory. ; 
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A Variety of Models 
4% Tiny bedside timepieces 
‘= with softly lighted faces to 
stately grandfather clocks 
..-some with chimes. 


List Prices 
$9.75 to $375 
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GENERAL ELECTRIC 


CLOCK 


ter demand for dependable clocks that run 
by electricity is rising swiftly. Now you can meet 
this demand with a clock bearing the best-known name 
in the electrical industry —General Electric...a name 
that symbolizes dependability in everything electrical. 


The General Electric Clock provides exact time for 
homes and business. It requires no winding or regu- 
lating and can be attached at any ordinary alternating 
current outlet. 


A wide range of prices and case designs enables you 
to satisfy the tastes of every type of customer. There is 
a General Electric Clock suitable for any room in the 
house. 


The General Electric Clock is backed by powerful 
national advertising in Saturday Evening Post, Colliers, 
Time, National Geographic, Better Homes and Gardens 
and other magazines. Striking sales promotional ma- 
terial will be available. 


Write for information regarding this profitable line— 
the coupon below is for your convenience. 








© 
{ Section T-1159, Merchandise Dept., General Electric Co., Bridgeport,Conn. 
. Please rush me dealer data about General Electric Clocks. ~ 
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Electric clocks open up 
a new era in time- 












The non-winding fea- 





keeping wherein accu- 
rate and continuous 
time may be secured 
by connecting clock to 
electrical outlets. 







tures as well as elim- 
ination of repairs 
reveals unusual mer- 
chandising possibilities 















for jewelers. 








Electrical Time-Telling 


Every Home a Sales Opportunity 


It is well known 
that a stopped clock tells the truth twice each day—as 
time overtakes it—whereas a clock which is running in- 
correctly is a constant prevaricator. 

How long do your clocks continue to keep good time? 
And how would you like one which does not have to be 
taken apart every year or two for cleaning and repairs? 
How often do you wind your clocks? Once a month? 
Once a week? Every day? How would you like one 
that keeps perfect time day after day and, if by mischance 
its hands suddenly fail to tell the truth, displays a little 
signal to catch your eye and allow you to set it right? 

Now a clock that never requires winding and always 
tells the truth is something that has been sought from the 
earliest days of the ancient and honorable art of clock- 
making and this ideal has been practically achieved in 
our electrical age. 

The advent of the electric clock has opened up a new 
era in time-keeping wherein continuous and accurate time 
may be secured by merely connecting the clock to an elec- 
trical outlet. Thereafter, winding, oiling, regulating 
and further care are a thing of the past and, once cor- 
rectly set, all electric clocks connected to a power sys- 
tem will operate in unison with each other and indicate the 
correct time. ‘ 

This revolution in the art of time-keeping has been 
made possible through the development of the master 
clock which is located in the power station, and the tiny 
self-starting, synchronous motor which is mounted 
in each clock. Both the Telechron master clock and the 
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motor were designed and developed by H. E. Warren, the 
president of the Warren Telechron Co., Ashland, Mass. 

The construction and design of a synchronous motor 
are such that its speed will constantly remain in step with 
the speed of the generator which furnishes its power. 
This is accomplished by means of the pulses of current 
which are sent out at the rate of 120 a second on a 60- 
cycle system. Thus, if the generators can be operated so 
that they will constantly send out the same number of 
pulses for each second of each day of the year, a syn- 
chronous motor will operate at a constant rate of speed. 
Connect the shaft of the motor to a pair of hands, by 
means of a properly designed set of gears, and the result 
will be a very accurate timekeeper. This, then, is the con- 
struction of the clock: a small motor, running at constant 
speed, which is operating a pair of hands at the proper 
speed to insure constant and accurate time-keeping. 

The next problem is to control the speed of the gen- 
erators in the power station so that they will run at the 
correct average speed at all times and thus supply the 
clock motors with the proper number of impulses a sec- 
ond. This is accomplished through the use of the master 
clock which is universally accepted by power companies 
throughout the world as the most effective and most ac- 
curate means available for maintaining a correct average 
frequency. : 

The master clock is merely a simple, accurate and effec- 
tive means of comparing frequency time with correct time 
so that the station operator can tell at a glance whether or 


(Turn to page 263) 
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Electrical Time-Telling 
(From page 259) 


not it will be necessary for him to change the speed of his 
generators. ‘This control is obtained through the use 
of two hands concentrically mounted upon the same dial. 
One hand is actuated by a very accurate 60-beat pen- 
dulum with a Graham dead-beat escapement. The timing 
of such a pendulum can be very accurately regulated by 
both mechanical and electrical means and, in addition, 
can be electrically set without disturbing the pendulum in 
any way. ‘To insure this accuracy of timing each power 
company checks the pendulum time with the daily radio 
time signals broadcast from the United States Naval 
Observatories. 

The second hand is actuated by a motor. Thus, the 
speed of this motor is a measure of the speed of all the 
motors connected in the system and, in this way, an 
indication of their time. 


If master clock 
hands are placed one over the other and speed of the gen- 
erators is controlled so that the two hands are continually 
in step with each others it is readily understood that the 
speed of each clock motor is such that the clock hands 
will continually indicate the correct time. Likewise, 
should there be a tendency for the clock hands to diverge, 
such a speed change would become apparent before the 
time had varied more than a few seconds and the diver- 
gence of the two hands would act as a signal to the sta- 
tion operator that he must adjust the generator speed so 
as to bring the two hands back into coincidence once more. 
Such an accurate and continuous speed control is not at 
all difficult and is being maintained by hundreds of power 
companies throughout the world. As a result, the time 
indicated by a clock should never vary from observatory 
time by more than a few seconds. 


The motor itself is a very compact and ingenious de- 
vice which transforms the electrical pulsations into me- 
chanical rotation in such a manner that the motor speed 
is in exact synchronism with the generator speed. ‘The 
motor contains a small electrical coil which sets up a mag- 
netic field which in turn causes the rotor of the motor to 
revolve. This rotation is then reduced through a gear 
train so that the final speed at the motor terminal shaft 
is one revolution per minute or the speed of the second 
hand. A further speed reduction for the hour and minute 
hands is obtained through an external gear train in the 
movement. As a result, the clock is really not a clock 
but only a speed counter so constructed that it operates 
at a constant speed and thus can be arranged to accurately 
indicate the time. 


The rotor and small gears of the motor reduction train 
are all sealed within the motor case so that no dust, dirt, 
or other foreign particles can enter or interfere with their 
operation. In addition, the various bearings are in- 
geniously lubricated by a specified quantity of special lub- 
ricating oil which is injected into the motor case prior to 
its final sealing. This oil cannot escape from the case, due 
to the latter’s construction, and thus will continue to give 
adequate lubrication for years. The motor is absolutely 
self-starting and will attain its synchronous operating 
speed practically instantaneously under full load. 

The motor is not affected by normal variations in volt- 
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age, Current or temperature and will operate with equal 
satisfaction in either indoor or outdoor clocks. Because 
of its large excess power, it is able to give a very positive 
motion to the clock hands regardless of the operating 
conditions. The moving parts which are most apt to be 
impeded by foreign substances are fully protected and, 
in addition, continuously lubricated and that section of 
the external gear train, which can be subjected to external 
interference, is of such a construction and is operating 
at such a slow speed as to be unaffected by these condi- 
tions. 

As a result, the clock is a device which has a minimum 
amount of service as there is so little that can be affected 
or get out of order. The only possible difficulty, which 
could occur in the mechanism, would be in either the 
coil or the motor unit which parts can be easily repaired 
by loosening a few screws, removing the faulty part, and 
replacing it with a new one. It is not necessary nor 
recommended that the motor unit be opened for repairs 
for a new unit can be readily obtained at a nominal cost. 
The clock is practically foolproof as there are no adjust- 
ments to make, no bearings to clean or oil, or any deli- 
cate parts to fit into place. The removal of a few screws 
will permit the entire mechanism to be broken down, and 
likewise reassembled, within a few minutes, by even 
a person who has never handled a similar device. 





Platinum for Coinage 
(From page 161) 


According to the report, the price of platinum varied 
during the year from about $70 an ounce down to about 
$63.24, crude platinum going as low as $53.24. Iridium 
prices showed a range from a high of $450 to a low of 
$180, the average being $229 an ounce. 

Dr. Kunz gives 
the figures of production of the principal platinum fields 
from 1916 to 1929, with no figures from Russia in the 
past year. In recent years, South Africa platinum has 
increased gradually from 5,490 ounces in 1925 to an 
estimated production of 29,100 in 1928 and 31,700 in 
1929. 

Economically, the situation seems to have reached a 
critical stage, for present prices are certainly below the 
production costs ofesome producers and current increases 
in production are liable to pull the price still lower. He 
speaks of two possible sources of remedies, one, to let the 
law of supply. and demand settle the price forcing the 
higher cost producers to suspend operations and the sec- 
ond, to establish a system of control over production and 
sales somewhat like that existing in the diamond indus- 
try. He, however, admits that the difficulties of estab- 
lishing such a control are of considerable magnitude, the 
conditions being far more complicated than that in the 
diamond industry where control was established at a 
time when only three iarge producers, whose product was 
95 per cent of the total of the world’s production were 
concerned and all were located in a single district. 

The remainder of Dr. Kunz’s report is devoted to 
detailed information as to production in various coun- 
tries, particularly South Africa, with a chapter on “tech- 
nology” and a bibliography of the recent works touching 
on the subject. 
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Here is a + + + 


Princess 
Diamond Ring 


Registered and Guaranteed 








to retail at 
$62.30 


ATTRACTIVELY BOXED with guarantee and re- 
sale price. Others in a variety of styles to sell from 
$25 to $200. 


{ WRITE 


Q Princess Mtamond 


Is a Quality Diamond 


Fine diamond in centre—six addi- 
tional diamonds in shank—step effect 
—18 kt. white gold mounting. 


FOR A MEMORANDUM 
SELECTION 


MEWELPY 5° WIL ER, 


BALTIMORE, MD. 
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Send Us 
Your Gold Scrap 


Carerut handling of all 
precious metal scrap sent 
to us and just valuation of 
their contents based upon ac- 
curate weight or assay has 
earned a far-reaching confi- 
dence among our customers. 
Send us a lot on 
consignment. 
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The S. S. WHITE DENTAL MEG. CO. 
Industrial Division 
152 West 42d St. New York, N.Y. 


Established in 1844 Member of J. B. of T. 








HAVE YOU USED OUR SOLDERS AND ALLOYS? 
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~ APEX WATCH CASE MFc. Co. 


64 West 48th St. New York 











A New York BANK for JEWELERS 


Tue Market and Fulton Office of the Irving 
Trust Company has been associated with the 


jewelry trade for more than half a century. 


Because its officers keep in constant touch 
with changing an conditions and because 
they are thoroughly versed in the banking re- 
quirements of the jewelry trade, this Office is un- 
usually well equipped to serve as “a New York 


bank for jewelers.” 


MARKET AND FULTON OFFICE 


IrvING TRUST COMPANY 


ISO WILLIAM STREET 


Corner of Fulton 
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Government Exacting Highest Duty Under 1930 
Tariff Act Importations 


The Government, when it comes to applying tariff 
duties on imported articles, never takes a chance. ‘The 
officials, charged with the administration of the law, are 
compelled by laws and regulations to decide any doubt, 
involving the proper duty assessment, in favor of the 
United States Treasury, leaving it to importers to accept 
the higher duty or file protest with the United States 
customs tribunals. This policy is being followed under 
the provisions of the Tariff Act of 1930 to the “letter of 
the law.” 


Bezels for Clocks 


One of the questions, which will probably go to the 
United States Customs Court for judicial determination, 
involves the classification of imported bezels for clocks. 
Quite recently a large clock importing house brought in 
several thousand of these items. “They were imported di- 
rectly from a factory specializing in spun metal work. 
They were contended by the importers to be dutiable 
under Par. 397 of the Tariff Act of 1930 as “articles or 
wares not specially provided for,” etc., in chief value 
of brass, at 45 per cent ad valorem. ‘The customs 
appraising officers held them dutiable at 65 per cent ad 
valorem, plus a subassembly duty of 24 cents. This 
made a difference of several hundred dollars in duty on 
one shipment. 


Cigar Lighters 


Novelty cigar lighters will also be the subject of con- 
siderable litigation before the courts. The question has 
arisen as to whether duty is to be paid on some of these 
recently imported articles under Par. 397, Par. 1527 or 
Par. 1552, Act of 1930. ‘The higher duty, averaging 
110 per cent, is being applied in most instances to articles 
designed to be worn on or about or attached to the person. 


The Bead Paragraphs 
The bead paragraphs of the Tariff Act of 1930 have 


been the subject of numerous conferences between the cus- 
toms officials at New York and Washington. It was 
proposed, some weeks ago, to apply duty averaging about 
110 per cent to beads loosely strung, in imitation of p:>- 
cious stones, under the jewelry paragraph. This was 
not followed out, however, and they are now coming 
through New York at 35 per cent. If the higher duty 
had been applied, it was stated by the import managers 
of some of the retail stores, the particular merchandise 
in question would have been prohibited entry. 


Pearl beads, with pendants, are causing some trouble 
because in measuring under the new provisions of the 
Tariff Act of 1930 the customs officers are taking the 
length of each strand in the pendant and adding it as 
part of the total length for duty assessment purposes. 
It is understood that some of these necklaces, with a 
foreign valuation of from 4 to 5 cents, have been obliged, 
under the interpretation of the law by the customs officers, 
to pay as high as 90 cents per article. This, it is said, is of 
course prohibitive and will force this class of goods out 
of the American market. 
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For DEALERS 
WHO WANT 


More BUuSINESsS! 





VERY dealer knows that Swiss watches are 

recognized as the quality watches of the world. 

And every dealer knows that the consumer is 

always interested in quality—if the price is within 
his reach. 


Our assortments of medium priced Swiss Watches 
feature the very essentials that will meet this con- 
dition successfully and profitably. 


The styles and designs are varied. Unexcelled 
Swiss workmanship and manufacture guarantee 
quality, reliability and mechanical precision. And, 
further, every model is shock proof, which fact 
dealers may emphasize with complete assurance. 


The entire line is priced to meet popular demand 
and, at the same time, allows for a most agreeable 
dealer mark-up. 


After 25 years of honest, faithful, satisfactory 
cooperation with the trade—we are better able 
today to supply quality merchandise and offer 
prompt, careful service than at any other time in 
the history of our business. 
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It is to our mutual benefit that we 
invite you to write or call for our 
prices and descriptions of fine, 
medium priced Swiss Wrist and 
Pocket Watches for men and 
women. 


I. TANNENBAUM Co. 


FORMERLY OF 121 CANAL STREET 


42 WEST 48th STREET, NEW YORK 
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1835” 


—the standard 
of high quality, 
heaviest silver 
plate by R. 
Wallace and 
Sons, is as sig- 
nificant in the 
manufacture of 
silver as is 
*1869” in its 
distribution by 

















J. W. JOHNSON 


Specializing in plated 
flatware since 1869 


You are invited to learn why. 


14 Maiden Lane, — 1 W. 47th St. 
New York City 































LGIN 


Amerie Maude 








Here are just two of the many 
beautiful new model Elgins ready 
for delivery. Build up your 
stocks from this greatest watch 
line in the world. Send your 
orders to us for prompt service. 


M. LEVITZ & CO. 


LEVITZ BLDG. ALBANY, N. Y. | 

















PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 WEST 46TH STREET, NEW YORK CITY 


GENUINE 


) ZIRCON 


The Most Fascinating Gem Among Precious Stones 
A Full Line of All Shapes & Sizes in Blue, White & Brown Colours 


AL: 
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: Japanese Cultured Pearls 


DIRECT FROM THE FISHERIES 


COMPLETE ASSORTMENT—PRICES REASONABLE 
WEDDING RINGS — 























THE CHANGEABLE RING 


A beautiful combination of the single 
row diamond guard cing with the various 
and more colorful calibre bands. of 
simple, revolving construction—instantly 
— for numerous occasions. Pat. 





Baguette-Like 

The only ring that mounts 
any size and number of 
round diamonds SQUARE. 
It meets the present demand 
teed to be the original ring for baguette wedding rings 
ceceived with inside engrav- at the price of a — 
ing and stamping unde- wedding band. Pat. U. 8S. 


in KLASS & CO. 


Platinum Mountings, Wedding Rings and Special Orders. 


Overlays 
Old gold wedding rings, cov- 
ered with the Klass & Com- 
pany platinum or 18 K. 
white gold shells — guaran- 





Manufact Jewelers 
49 MAIDEN LANE Tel. John 5892 NEW YORK 














Specialize in the repair of 
Marine, Automobile and Electric 
Clocks of Every Type 


Work Done by Experts and Guaranteed for One Year 
Special Prices To The Trade 


BATTERIES FOR VARIOUS TYPES ELECTRIC CLOCKS 
CARRIED IN STOCK 


THE ELECTRO-MAGNETIC CLOCK CORP. 
580 FIFTH AVENUE, at 47th Street, NEW YORK 
TEL. BRYANT 6576 








Boyajian’s Sons}.Co., Inc. 
64 West 48th Street | New York 


A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
fe stones. Memorandum _ selection 
Soe . sent on request. 














October 5th is closing date for 
Advertising Forms in the 
November Jewelers’ Circular 
















































Court Upholds Ring Design Patent 


In a decision handed down recently by Judge Campbell 
in the United States District Court, Brooklyn, Jacob 
Berlinger, head of the Diamond Heart Co., 62 W. Forty- 
seventh Street, New York and complainant in the action 
was upheld in his contention that the Busch Jewelry 
Co., Brooklyn, had infringed on the patent rights of the 
plaintiff. The action, instituted on Dec. 9, 1929, in- 
volves an ornamental design for a wedding ring, the motif 
of which is described as individual hearts, one pointing 
towards the giver and the other towards the recipient, 
covered by Design Letters Patent 70209 issued to the 
plaintiff. The bill of complaint charged the defendant 
with infringement of the plaintiff’s rights and asked for 
damages and costs. The defendant in its answer filed 
Jan. 17, of this year denied the allegations and sought for 
a dismissal of the action. 

In a petition filed 10 days after the decision of Judge 
Campbell was rendered, the defendant maintained that 
the court had erred in many respects in deciding the case. 
It was on this petition that a motion for an appeal was 
allowed. 





Gift Telegraph Service Aids Jewelers ) 


Unusual service creates prestige for J. J. Freeman 
& Co. of Toledo, Ohio. A Toledo couple had 
just received from London a delayed wedding in- 
vitation. ‘The ceremony was set for only five days 
away, so in their desperation, they turned to Free- 
man’s as a possible solution. “Could Mr. Hascell 
suggest some way out?” He could and did. A cable 
to a London jeweler was dispatched immediately 
and the Sheffield plate was delivered on time. In 
this connection it might be mentioned that the Free- 
man store is cooperating with twelve other good 
jewelers in other parts of the country in developing 








a Gift Telegraph Service. This is patterned a 


somewhat similar lines to those in use by the florists. 





Alleged Sneak Thief Caught in Chicago 


Cuicaco, Sept. 8.—State Street was thrown into a 
turmoil last Wednesday when Sydney Lebolt of Lebolt 
& Co., shouting “Stop that thief” gave chase to a young 
man running south on State Street, and then east on 
Madison to Wabash Avenue. The thief ran into the 
open apms of two detectives working out of States At- 
torney Swansons’ office. He was taken to the bureau 
and questioned. 

The man entered the Lebolt store and asked Elmer C. 
Becken to show him a diamond ring. He returned in half 
an hour, selected two rings and bolted for the door. 

Sydney Lebolt was on the floor at the time and gave 
chase. The rings valued at $2,700 were recovered. Mr. 
Moloni of Loftis Bros. indentified the man as the one he 
chased on July 10, after the man had taken a $500 ring. 

The man’s description tallies exactly with the man 
that took $4,300 worth of jewelry from Marshall Field 
& Co., retail, last fall. Identification by clerks at Field’s 
will be made early in the week. The Jewelers’ Security 


Alliance is cooperating with the police in clearing this 
case. 
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COMMERCIAL EMBLEMS 
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FRATERNITY AND CLASS 
JEWELRY, GOLD & PLATINUM 
MASONIC & LODGE EMBLEMS 
MEDALS & AWARDS 
SILVER WARE 
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REPAIRS 
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lass Pins ‘ 


andy Rings 


Have You Seen the Class Ring and Pin 
Assortment that Miller Is Sending 
All Jewelers? 


This is the time for retail jewelers to seek increased 
profit and to be on the alert. High schools and col- 
leges are purchasing class rings and pins with guards 
at this time of the year. 

We will furnish you with the newest class rings and 
pins. Send for your assortment on memorandum 
today, also a copy of our new class ring and pin booklet 

Special Order Work 
Repairing Diamond Setting Diamonds 
Mountings 

Our class pins, college and fraternity jewelry, pins, 
crests, watch fobs, and charms are fast selling items. 


Send US a Trial Order. 
Rapid Service Our Specialty 


TheMILLER. | 
JEWELRY Co. *y 


MANUFACTURING JEWELERS 
CINCINNATI 


a 
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FOR YEARS ONE OF THE GREAT HOROLOGICAL 


MANUFACTURING CORPORATIONS HAS STIPU- 


LATED ON THEIR ORDERS FOR WATCHGLASSES.., 
“QUALITY MUST BE EQUAL TO V.T.F. MAKE”’. 


THEY HAVE BOUGHT MILLIONS OF V. T. F. 
WATCHGLASSES. DO YOU THINK THEIR 
JUDGMENT WORTH SOMETHING? THEN 
FOLLOW SUIT! 


HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U. S. A. 
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Written Expressly 
For 


The Jewelers’ Circular 


By 
LESTER B. PRATT 








HOROLOGICAL QUESTIONNAIRE 











In Examining High Grade Watches 
it will be observed that there are highly polished re- 


cesses around the screw holes. How is such work 
done? 

Answer.—In finely finished steel work, involving 
screw holes, there is usually a round bottom recess 
around the hole that matches the chamfered head of the 
screw. It is very desirable to be able to refinish such 
recesses, as it should be the ambition of every real 
watchmaker to finish his work equal to the factory 
product. There are various devices that may be used 
for polishing the round bottom recesses; a speed 
pulley attached to a taper which is held in the tailstock 
spindle may be fitted to do excellent work. However, 
it is not quite as convenient to use as the pivot polisher 
and lacks the compound motion which may be attained 
with the pivot polisher. In all finely polished steel work, 
the best results are always attained when we produce 
motion in the work and tool that tend to cross the 
grinding lines continually. The simplest example of 
such work is to place a diamond charge lap or fine 
grinding wheel in the lathe head and then place a flat 
face taper in the pivot polisher spindle. The spindle 
should be parallel with the lathe bed and the end of 
the taper should be presented to the lap about a quarter 
of an inch from the edge of the lap. It will be 
observed that the lap and the work both rotate and a 
few seconds grinding in this manner will produce an 
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absolutely flat surface and if we finish the work with 
a fine polishing lap with diamantine or sapphirine, we 
will obtain a perfect polish equal to any factory product. 

This is the principle of all highly polished steel work, 
or in fact any high grade polishing. Lenses for eye- 
glasses are polished in this same manner and we all 
know that they must have a perfect polish in order to 
give the desired results. 

Most pivot polishers are made with a small taper 
hole in the end of the spindle. « Our first step will be to 
make a series of brass tapers to fit the pivot polisher 
spindle. These may be made preferably of brass, and 
should fit the spindle hole accurately and extend about 
one-half inch beyond the end of the spindle. The 
extreme end of the taper should be finished to a ball 
end, and we should have an assortment of sizes in 
order to accommodate all of the various curves found 
in the round bottom recesses we wish to polish. A 
good assortment of sizes may be obtained if we make 
the balls from 1 mm. to 4 mm. If we progress by 
1% mm., as 1, 1-%, 1-4, 1-%, etc., we may have a very 
complete assoriment of sizes. However, if we progress 
by % mm., we will have a very good working assort- 
ment. 

In making a new piece of work, we should counter- 
sink the steel previous to hardening and tempering. 
The wheel countersinks which may be obtained from 

(Turn to page 271) 
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TAY CAR 
Unbreakable D 
Watch Crystals 

















CRYSTAzZ 
Solidi. 4 


Where lan Yo Laplicate 
Such Variety? | 


ANNOUNCEMENT oie 








7 to recent installation of modern labor saving 
devices of our own design, and an increasing de- 
mand for Standard Unbreakable Lentille-Chevee 
Crystals, we are able to reduce the price of this product, 
maintaining the same high quality of our crystals. 








New Price Per Gross $7.80 (Old Price $9.00) 


Standard Unbreakable, Round Write for Complete Catalogue 


Crystal Inserting Set 


ORDER THROUGH YOUR JOBBER 














Manufactured by Exclusive Wholesale 
Standard Gelranbable Distributors 
Wote) Cry ilede fac. Hammel-Riglander, 
Pennant Corp. 
71 Nassau Street, 209 West 142S¢. 
New York, NY. New York, USA. 


Standard Unbreakable Fancy Watch Crystal Assortment. 
Cabinet of One Gross, $12.00 
Cabinet of Two Gross, 24.00 











the supply house are most suitable for the larger sizes; 
for very small holes we may quickly make counter- 
sinks of steel wire, with the end rounded, hardened 
and tempered and then grind away slightly less than 
half the dliameter near the end. Countersinks made 
in this» manner do perfect work and they are very 
easily made by the watchmaker. 

We will assume that we have a piece of work at 
hand which requires lapping and polishing. Such a 
piece may be a pallet bridge, regulator spring or any 
of the fine springs found in split seconds, repeaters, 
etc. The work may be cemented to a brass cement 
chuck with shellac and with the recess which we wish 
to polish, centered to run true. We may then place 
the pivot polisher in position with the spindle at an 
angle of about 25 degrees with the lathe bed. The 
pivot polisher spindle should be locked so there will 
be no side shake in the frame. We then apply a small 
amount of oilstone powder and oil to the ball end of 
the proper size brass taper. Then we move the lap 
up to the work and proceed to grind the recess out to 
a true curve. The belt from the countershaft to the 
pivot polisher spindle should be crossed so that the 
motion will be opposite to that of the lathe. When we 
have the brass taper in position we may press it gently 
against the work and taper. 


The result is a compound movement as previously 
described which rapidly grinds out the recess smoothly 
and of perfect form. When we have ground the 
recess to our satisfaction, we may wash the work clean 
with benzine and then with a knife, we may lightly 
scrape around the end of the ball taper to remove any 
slight particles of oilstone powder which may become 
charged into the lap. 


In making the ball end tapers of brass, we elimin- 
ate to a great extent any possibility of the grinding 
powder charging into the lap, as would be the case 
with a softer metal ; however, it is just as well to take 
all possible precautions as a grain or two of coarse 
powder will prevent a high polish when we use the 
finer powders. 

Our next step will be to apply a small amount of 
sapphirine and oil to the lap and proceed to polish 
the recess in the same manner as we do the grinding. 
A very few seconds is sufficient to bring up a satis- 
factory polish. It is not necessary to use such exceed- 
ing care in these operations as in flat polishing, but at 
the same time, we must observe reasonable precautions. 
Unless the recess is very large, an ordinary polish will 
suffice. 

If we wish to obtain the very finest finish in such 
recesses, we may press a small piece of tin foil (be sure 
it is pure tin) over the end of the ball then apply 
a small amount of sapphirine and oil and the result 
will be a perfect job of polishing that will be equal to 
any factory product. 
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Horological Questionnaire 


(From page 269) 





How shall we proceed 
TO POLISH SCREW heads to match the polished 


recess in our work? 


Answer—We will assume that we have the 
screws at hand which are required in this job. Such 
screws may be beveled and finished at the same setting 
of the pivot polisher spindle. All we need to do is to 
hold the screw in a chuck and then place a diamond 
charged copper lap in the pivot polisher spindle. If 
the screw head does not extend much beyond the face 
of the chuck we may use the edge of the lap in order 
to grind the screw head without risk of grinding our 
chuck. The copper lap for such work should be charged 
with No. 3 diamond powder or even with No. 4 powder, 
which will produce a much finer finish. When we use 
diamond charged laps and especially in such work, we 
must be sure to keep them oiled, otherwise, the steel 
work is liable to cut a groove in the lap if much 
pressure is applied. As a rule, in lapping or cornering 
screw heads in this manner, a light touch of the lap is 
all that is required, as diamond powder cuts very quickly 
and the bevel on the screw head is quickly produced 
and perfectly finished. 

This method of cornering screw heads may also be 
applied to flat heads and bevel head screws. Where it 
is desired to brighten up the appearance of a fine 
watch, such work may be very quickly done in a per- 
fect manner by means of the lap as described. Prac- 
tically no further operation is required as the fine 
diamond powder used in connection with the com- 
pound motions produces perfect work that will pass 
any inspection. 





Juvenile Thieves Confess to Several Robberies 


Cuicaco, Sept. 10.—Robert Johnson, who served at 
the Juvenile home for a couple of years on account of 
stealing jewelry from A. W. Johanson and Olsen & 
Ebann, is again in trouble. He implicates his brother- 
in-law Julius Fransioli, of 6006 S. Michigan Ave., both 
colored. 

The Detroit office of the Jewelers Security Alliance 
notified the Chicago office that Schlanderer & Seyfried, 
Ann Arbor, Mich., had lost a tray of diamond rings, 
and that Johnson’s picture had been identified. A check- 
up was made and in searching Fransioli’s home the police 
alleged that the tray of rings was found, also six others. 

The boys confessed to having taken jewelry from L. A. 
Horn Sons, 1163 N. Clark St.; a jeweler on Forty-third 
St. and the elevator; a loan bank at S. State St. and 
Eugene Mancinelle, 1018 S. Halsted St. The loot 
found was identified by their victims. 

Johnson and his brother-in-law, would ask the jeweler 
for a watch fob. When the jeweler went in search of 
some old stock these men would extend their arms over the 
counter, open the door of the case and help themselves. 
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New GS) Din shicsinile m the See Our Booth 44 at the 
A.N.R.J. A. Convention 
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New Shapes - New Cabinets - New Cement 
New Handy Indexed Catalog 


lem year marks the greatest advance in the history of G-S Flexo Crystals. They 
have now reached such a height of perfection that your 1930 G-S equipment will be 
modern and serviceable for many years to come. By adding this new equipment you 
will be able to fit all crystals quicker and more satisfactorily. 





. 
No need to worry about outgrowing this CA New Fancy Crystal Cabinet 
handsome cabinet. It is designed to afford 
space for the present complete G-S line of All Steel, Nearly 300 Compa: tments 


over 250 fancy shapes. It has extra compart- 
ments to hold nearly 50 more shapes which 
will be added to the G-S line just as soon as 
new shapes become popular. 


No More 
Dissatisfied = 7 
Customers tn de Bas | Lt EF 
Caused by \ eo SIMON 
Crystals a eg 
Becoming 
Loose or 
Falling Out 














New! G-S Crystal Cement made for G-S Fancy 
Flexo Crystals. Guaranteed to hold crystal securely, 
dust-tight and waterproof. Not brittle and not 
affected by climatic conditions. Convenient to use. 
No wastage, spillage or evaporation. Hardens in Size of Cabinet 
five minutes. 50c. per stick. 6%” x 13” x 22” 


FOR CONVENIENCE AND ECONOMY OF SPACE! 


| G-S ANNOUNCES a combination of round and fancy 
Crystals in this attractive ALL-STEEL UNIT 


HIS handsome Crystal Inserting Machine and metal Cabinet is finished in 

maroon lacquer. Its attractive appearance offers you a real asset in equip- 
ment you can be proud of. It’s complete. The top three drawers are for round 
crystals. There’s the G-S Machine on top for easily inserting them. And the 
bottom seven drawers hold the entire G-S assortment of over 250 Fancy Shapes. 
Plenty of room, too, is allowed for new shapes which will be added as soon as 
they become popular—there are more than 200 extra compartments. If you are 
not at present using any G-S equipment, and you want to feature the G-S Flexo 
Crystal-Fitting Service, then this new metal unit holding the complete G-S assort- 
ment is the one you want. 


Ask for our very liberal Trade-in Offer of your present Assortments for these up- 
to-date Assortments. 


| SRE Ho Machine a 


545-547 West Avenue, Rochester, N. Y. 
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WORKSOP WOITES € QUWIETRITIES 





2??? Oxidizing German Silver 

Would appreciate very much if you would furnish 
a formula for oxidizing German silver. Would appre- 
ciate receipt of this at your earliest convenience. 


—T. E. W. 


Answer.—You cannot oxidize German silver direct, 
it will have to be polished and finished as desired and then 
copper plated. Very heavy plate is desirable for a first 
class job. Assuming that you have deposited such a plate, 
then you should make up a solution of Potassium Sul- 
phate, 1/4 ounce in one quart of water. This solution 
should be heated almost to the boiling point and the 
articles dipped into it for a few moments. As soon as 
they turn dark they should be removed and rinsed in cold 
water. Brilliant black surface may be obtained by. scratch 
brushing with a fine brass wire scratch brush. If the 
articles are to be relieved on high lights this may readily 
be done with a Pumice Stone Powder. 





??? Cleaning Platinum Diamond Jewelry 

The writer has talked with several manufacturers as 
to the best method of cleaning diamond and platinum 
jewelry. I have been using a soap powder (Fels Naptha, 
Octagon, etc.) in a porcelain lined pan. Powder is put 
in cold water with diamond pieces at the same time and 
allowed to come to a boiling point, then washed out with 
a brush, rinsed thoroughly and dipped into wood alcohol 
for drying. We have not been using ammonia as under- 
stand its tendency is to darken the platinum. 

As I specialize in diamond and platinum goods exclu- 
sively it is most important that I have a safe method for 
cleaning, therefore shall greatly appreciate your obtaining 
the best for me.—S. D. H., Inc. 


Answer.—The best and simplest cleaning solution that 
you can use is red seal lye with about two ounces of the 
lye to a pint of water. This solution should be placed in 
a clean enamel pan and placed over a burner so it can be 
boiled violently. Articles that have been polished with 
green or red rouge should be placed on a small brass 
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wire and boiled in this solution for a few moments. If 
you boil such articles of jewelry long enough it will re- 
move every particle of rouge, grease and old soap that 
is left in the rings. It may be necessary at times to use 
a small brush to loosen up the dirt, etc., and then repeat 
the boiling operation until it is clean. Ammonia will ab- 
solutely not injure any platinum, no matter how strong 
ammonia solution you use. As a matter of fact ammonia 
is very helpful in removing dirt of any description but you 
will find it unnecessary if you will boil the articles as 
above described. This writer dries all articles of jewelry 
with compressed air. If this is not available, rinse in 
alcohol and dry in hot, box wood sawdust. About the 
only precaution you will have to observe is not to use any 
lead or tin vessels for lye containers as the lead or tin 
is removed by the lye solution and deposited again on 
jewelry. You will find that the above method is far 
superior to any other if you wish quick, thorough clean- 
ing, however the lye solution should be made up fresh 
every two or three days, if you are to do much cleaning. 





2??? Watch Cleaning 

What is your opinion of the new method of cleaning 
watches by machine? We contend that the tarnish which 
remains on the pivots of the train wheels is detrimental 


to good time keeping and are anxious to know what your 
opinion is. O. A. P. 


Answer.—Any machine or any method which fails to 
remove all tarnish or gummy oil from watch plates or 
watch parts is certainly not efficient. Tarnish does not 
form on the pivots or pinions or balance staffs but it can 
form on the non-ferrous parts. Cyanide will remove all 
tarnish. Gasoline is used for removing all gummy oil. 
As any machine would use each of these solutions it should 
remove tarnish and gummy oil, if the methods followed 
are correct. Brushing the parts with a stiff brush is often 
about the only way tarnish and old oil will be removed. 
Following this, of course with a run through the solu- 
tions again. 
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“HERCULES” JEWELERS’ FINDINGS 


™ SEAMLESS SPRING RINGS W 


With Soldered se gh 








With Ball Tips Attached Ball Tips with Two Holes 








feces 


127 "he 129 131 132 133 134 135 
E IN YELLOW, GREEN OR WHITE GOLD FILLED AND STERLING SILVER 
THESE RINGS CAN N ALSO BE SUPPLIED IN 10K— 14K— 18K GOLD—14K GREEN GOLD OR 14K WHITE GOLD 


Seamless Gold Filled Swivels 


GRACEFUL LINES 
WELL 
PROPORTIONED 


SOLD THROUGH nm yousING TRADE 


F, H. NOBLE & CO. HIGH GRADE “HERCULES” JEWELERS’ FINDINGS 


BRAND OLD SOLDER, SILVER SO STEEL 
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STRONG SNAP 
RIVETED TONGUE 
SWIVEL TOP 


Chicago 
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GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 


GUARANTEES 


your satisfaction 





Let your Scrap 
Gold help buy 


. that you will receive the high- 


your fall stock 


The summer months may have been 
quiet but the Christmas buying season 
is not far distant. You will be buying 
new stocks, and that is why we suggest 
that you collect your old jewelry, fi- 
ings and sweepings, and send them to 
Spyco today. Our check, representing the 
full value of all the precious metals con- 
tained in your scrap, will be sent 


promptly. 
Send your old gold to 


SPYCO 


SMELTING & REFINING CO. 
55 So. 3rp St., MINNEAPOLIS, MINN. 





est returns possible for your ship- 
ment of scrap, sweeps, etc., for re- 
fining . . . that you will receive) 
it promptly. 


. that Hoover White Gold 
stays white . . . that it is easy to 
work. That Hoover White Gold’ 
Solders forever seal joints and 
crevices. 


Ship us a trial refining order re 
membering, “It’s the amount o 
the check that counts.” 


Buy a trial order of Hoove 
White Gold and Hoover White 
Gold Solders, remembering that 
whatever business you do with 
Hoover guarantees your satisfac 
tion. 














Sections 
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PENNSYLVANIA HoreL, New York, Sept. 
19.—The 25th annual convention of the 
American National Retail Jewelers’ Asso- 
ciation has just ended. 
most important, momentous 


— 


aan sil it i So i iin i Hines 


and best 


3 


: held in the jewelry industry. 
a Of the officers chosen, Edwin F. Lilley, 
' the new president, was formerly the vice- 
president of the Northeastern region and 
his place among the regional leaders has 
been taken by William D. McNeil, presi- 
dent of the New York State Association. 
Harry G. Matthew continues as vice- 
' . president of the Southeastern region; 
’’ Henry F. Stecher continues as vice- 
2 » president of the Central region; T. L. 
i Combs continues as vice-president of the 
Bi Northwestern region and Myron Everts 
; succeeds his father, Arthur ‘A. Everts, as 
vice-president of the Southwestern region; 
Arthur A. Keene remains as vice-presi- 
' dent of the Pacific region. Charles T. 
| Evans continues as secretary and A. W. 





h- » Anderson as treasurer, while the retiring 
3 president, W. G. Frasier, becomes the 
e- | + new’member of the executive committee. 


The resolutions passed at the last 


’ a session were many and covered a large 
: number of subjects, but the one con- 
id Me —C, sidered of momentous importance was 
+ «i “that introduced by Tinley L. Combs 
id |’ which practically abrogated and cancelled 
d | the resolution passed at Cleveland at 
' the so-called harmony session. This 
iH Cleveland resolution bound the members 
ell | of the A. N. R. J. A. and the Jewelry 


if ' Trade Association to each continue to 
function and to work together in harmony 
and cooperation until the Jewelry Trade 
_ Association was established and was 
je _ functioning satisfactorily. 
fl | —_Mr. Combs who introduced the resolu- 
- tion at Cleveland and fought for it, also 
introducéd the counteracting resolution 
' at this session, explaining that while the 
» members of the A. N. R. J. A. had kept 
» to the spirit and letter of the old resolu- 
_ tion the other parties\to the contract had 
> not done so, and as a result the officers of 
| the A. N. R. J. A. have been subject to 
_ vilification and attacks, open and under- 
' hand, which they have not been able to 
_ openly resent and counteract in view of 
the agreement made. He felt that the 
_ time had come when the agreement 


io 











{ 
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It was one of the “ 


managed conventions that has ever been | 
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A. N. R. J. A. CONVENTION REPORT 


q Great Convention Ends 


Will Foevailing, Large Attendance, Fine Exhibits, Inspiring Addresses and tht Entertain 
ment Give Visitors a Delightful Time. Resolution of Cooperation with J.T.A. Adopted at Clevela 
Last Year Abrogated by Unanimous Vote. 


should be abrogated to leave the organi- 
zation to go forward free and un- 
unhampered to develop its resources and 
its usefulness to the jewelry trade, leaving 
the other organization to do the same. 
Mr. Combs resolution read as follows: 


At last- year’s convention at Cleveland, 
Ohio, this organization entered into an agree- 
ment with the promotets of the Jewelry 
Trade Association. 

The Officers of the American National Re- 
tail Jewelers Association have honored this 
agreement and kept it in letter and spirit. 
However, not only has a reciprocation of our 
effort been lacking, but, on the contrary, def- 
inite violation of said agreement publicly oc- 
curred very shortly after the said convention 
and has been followed by specific acts of 
hostility to this Association, and a survey of 
the various proposals and promises of the pro- 
moters of the Jewelry Trade Association made 
during the past two and one-half years shows 
that none of them has ever materialized and 
the many changes and the differing plans 
which have been advanced from time to time 
by the sponsors of the Jewelry Trade Associa- 
tion convince us that there is no definite 
practicable or feasible objective in view which 
justifies further sacrifice on our part. There- 
fore, be. it 

RESOLVED that by reason of the premises, 
this Association is relieved from any further 
adherence to the said resolution and does 
hereby rescind this resolution of the “Com- 
mittee of Ten” and that henceforth we will 
concentrate our entire energies on the up- 
building of the American National Retail 
Jewelers Association to the highest possible 
point of efficiency and to accomplish this we 
will gladly accept the coordinated or indi- 
vidual support of all the various branches of 
the jewelry industry. 


After the resolution had been intro- 
duced by the sponsor it was vigorously 
defended by Emil Kohn, president of the 
Retail Jewelers’ Association of New York 
in a spirited address in which he praised 
the A. N. R. J. A. for its wonderful work 
during the past 25 years and particularly 
its great work in the last year or so. He 
claimed there was no reason for any 
other organization in the jewelry trade 
and questioned the motives and good faith 
of those who were attempting to put over 
the other association and institute. He 
closed with an urgent appeal for support 
of the old association and its officers 
which was answered with thunderous 
applause. 


hand more and niore gatherings occurred 





. Thverter sessions follows: 
















































































After a short discussion on the psc 
to adopt the resolution it was : 
unaimously and amid wild cheers” 
out a dissenting vote, although the presi-— 
dent offered to.take a roll call if there. 
was a single dissent from the floor. 

The other resolutions embodied in 
report of the resolutions committee were 
of more formal character. 

Among other interesting points of the 
last day’s session were the presentation te 
two veterans of the association, Max Jen- 
nings, first president and W. L. ' 
of West Virginia of tokens of apprecia- 
tion in the form of gold key chains. 

The matter of the next convention was — 
left to ‘the executive committee, after « 
many cities had made a bid but the — 
city which made the strongest was De- 
troit whose advocates, under the leader- 
ship| of Ben Steelman, made not only a — 
strong plea at the convention but through- 
out the. various sessions. Re 

Taken as a whole, the convention — 
marked an epoch in the history of or- ~~ 
ganization movement, for after a quarter 
of a century of work, the old association — 
seemed to have emerged with new 
new energy and a solidarity among 
membership not manifest in many years. 
_ The convention program, as a whole, 
was brilliant, instructive and inspisiegey 
to those who participated, while the in- — 
terest taken by the members was deep 
and intensive. The exhibits were un- 
usual, well displayed and attended by 
crowds, while the entertainment features, 
above the average for a convention of 
this kind, were thoroughly enjoyed—the 
management of the whole affair being 
perfect. 3 

One of the most ‘ilaeeal features of iS 
the convention was the fact that although 
the convention was not supposed to start 
until Tuesday morning, informal sessions 
began to be held on the Friday previous 










on Saturday and Sunday. On Monday, © 
the exhibits were in place, registration 
was in full swing and committees were 
working actively, and at the sessions of 
the officers on the Monday afternoon and 
evening, members generally attended in 
large numbers. 

A brief summary of the proceedings of 
the Monday, Tuesday, Wednesday ant 
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| SATURDAY AND ) SUNDAY | 


“On Saturday and Sunday conferences 

the officers are held and final arrange- 

for’ the schon are made. 

nday finds the exhibit hall ready for 

isitors and the first session of the con- 

vention under way. Registration jumps 

‘beyond the 400 mark and everything 
‘is set for a big convention. 


MONDAY 


Here we are in the big convention hall. 
‘The time 11 a. m. “Andy” is in the chair. 


\ 


Two well known men in the trade, 
were hailed and hand-shaked during 
their visit at the convention. . They 
were George and Fred Gruen of the 
Gruen Watch Co. When asked by 
THE JEWELERS’ CIRCULAR if te 
ness was showing a betterment 
George Gruen replied, “For the past 
~- few weeks we have observed an up- 
“ward turn in the business trend. We 
om that the betterment will con- 
ue.” 


_ Jewelers from all sections of the country 
are already in their seas. 


“Leadership and confidence are the . 


‘most important factors in the success 

a trade organization,” says William 

" D. McNeil, president of the New. York 

State Retail: Jewelers’ Association, the 
first speaker. 

“The trade association is the most im- 
portant of all associations. The~ power 
eR is of inestimable value,” 

ares Alvin Magon, secretary of the 

Florida Association. “Keep up your close 

' touch with the A. N. R. J. A. and State 
Organizations at all times,’ he adds. 

“We divided a road map into districts, 

"chose captains of each section with an 


"_ assistant and canvassed the State. We 


"gained 130 members in_one year. There 
a - you are,” says L. M. Campbell; chairman 
_ of the membership committee of the New 
York State Association. 
Philip S. Gott, assistant manager of the 
2 i rade association department, United 
States {Chamber of Commerce, outlines 
a history of trade associations; Frank 
Oldfield, secretary of the Vermont Asso- 
Ciation, gives pointers on how to increase 
“membership; George P. Carl, research 
specialist and statistician, speaks on the 
results of the questionnaire recently, sub- 
mitted to members of the trade; Phineas 
Peters, president of the Brooklyn, Retail 
_ Jewelers’ Association of New York, de- 
“Scribes the organizational attivities of 
the members of his and allied associa- 
tions; W. S. Hays, secretary of the Amer- 
_iean Trade Association Executives, offers 
tips on merchandising methods; O. F. 
: Russow, secretary of the Virginia Asso- 
| ciation, predicts an increase in business, 
and S. A. Kirby, president of the Con- 
necticut Association, suggests means of 
“cooperating with the A. N. R. J. A. 


Monday Afternoon 


Opening the after luncheon session, 
Charles T. Evans, secretary of the 
A. N.R. J. A., reads an article by John D. 
Enright, président of the Pennsylvania 





+ ogress concern Sasa "FR 


= ' 
Association, on\ trade conditions at the 
present time in the jewelry industry. Mr. 
Carl’s address deals largely with the ef- 
fect of business done on a memorandum 
basis on the statistics compiled as a re- 
sult of the retail jewelry trade survey 
made recently by the United States De- 
partment of Commerce, under the spon- 
sorship of the A. N. R. J. A. 

W. S. Hays, secretary of the American 
Trade Executives Association, discusses 
the importance of making non-members 
conscious of the benefits to be derived 
from trade associations. “The trade as- 
sociation should be a repository of infor- 
mation regarding merchandising meth- 
ods: The jeweler must take <n 


Says Frank H. Sisson, Vice- President 
of the Guarantee Trust Co. 


You can dam up consumption just 
so long and then it bursts its bounds. 
Buy securities. Take steps toward 
business expansion. Buy jewelry. It 
is a question of time when the con- 
sumptive demand and the money de- 
mand will assert themselves. There 
have been failures this year—not as 
many as were expected. The luxury 
market has suffered more than 
necessity. Fortunately, we in Amer- 
ica have everything in our hands— 
if we use the intelligence we ought 
to have and guide it along the right 
channels. We are carried away by 
our enthusiasms. Optimism is as 
ridiculous as pessimism. 


of merchandising brains and use the 
ideas offered to develop his window dis- 
plays—he must capitalize on the birth- 
day dates of people living in his com- 


‘munity; dates which trade associations 


can supply him with—use the informa- 
tion that can be’'supplied by associations 


in finding. new merchandising outlets, or _ 


else succumb ‘to the overpowering and 
ever growing competitive methods of 
present-day business.” 


Monday Evening 


On Monday evening the delegates dis- 
cuss the intimate problems of the re- 


tail jeweler. The “Price Differentials in 


Cash and Credit Selling,” “Appraisals,” 


“Banks in the Jewelry Business,” “Auction 
Ciedionnocs,” “Sales and Luxury Taxes,” 
“Style and Silver Shows at State Conven- 
tions,” and our old friend the “Retailing 
Wholesaler” occupy the stage. 

Phineas Peters, president of the Brook- 
lyn, N. Y., Association, starts the’ ball 
rolling with a discussion of the appraisal 
evil, and outlines in brief a bill which 
is in preparation to be presented at the 
next meeting of the State legislative body, 
the purpose of which is to eliminate the 
pernicious practice. of unfair and 
malicious underestimation of merchan- 
dise by unethical appraisers. 

Several other jewelers take up the ques- 
tion, enlarging upon what Mr. Peters 
says, and giving their opinions which in 
substance are that the only way to cor- 
rect this evil is through legislative meth- 
ods. 

‘0. F. Russow, semen. of the Virginie 





Retail ‘Jewelers’ Association, war horse 
of many a convention discussion, ad- 
vocates as a corrective mteasure that 
jewelers band themselves together and 
refuse as a body to evaluate merchandise 
undér any circumstances. 

In response to this suggestion, several 
New York jewelers point out that this 
plan is not feasible in a large city. 

On the subject of a. price differential 
between cash and credit jewelers, Mr. 
Peters champions the cash jeweler and 
draws a vivid picture of conditions re- 
sultant from the policy of credit jewelers 
who retail on time payments at nationally 
advertised prices. He reads a resolution 
which had beén prepared by the execu- 
tive board of the Retail Jewelers Asso- 
ciations of New York advocating a price 
differential between the cash and credit 
jeweler, which will permit the cash dealer 
to retail merchandise at a discount for 
cash, or require the credit jewelers to 
add a carrying charge to the nationally 
advertised price. The jewelers present 
at the meeting welcome this resolution — 
and it was turned over to the resolutions 
committee to be presented at the proper 
time. 

David Greenberg, counselor for the 
executive board of the Retail Jewelers’ 
Associations of New York, reports on the 


Fred Hyatt,’ vice-president of the 
Keystone Watch Case Co., Riverside, 
New Jersey, was optimistic regard- 
ing the future betterment of busi- 
ness. “Indications point to an im- 
provement in the trade and un- 
doubtedly as the season progresses 
the jewelry trade will share the in- 
creased activity. We have just passed 
through a wave of economy and the 
return to a period of prosperity, in 
my opinion lies, just ahead.” 


success that had been met with in New 
York State in eliminating the practice of 
banks giving jewelry to obtain depositors. 

Mr. Greenberg recommends concerted 
action by each local association as the 
proper method in handling this situation. 
Each local association must secure the 
cooperation of the Comptroller of Cur- 
rency in’ Washington, D. C., when a 
national bank is involved, and that of 
the State banking department when a 
State bank is the offender.” 

Wilson A. Streeter, president of the 
Westchester, N. Y., association, speaks. 
of the proposed luxury or sales tax. 

A general discussion is held condemn- 
ing the retailing-wholesaler. 


TUESDAY 


Here we are in the convention hall 
with President Frasier at 10.30 a.m. The 
attendance is over 600—the jewelers rise 7 
for the invocation by Rev. R. M. Camp- ~ 
bell, West Haverstraw, N. Y. Grover ~~ 
Whalen, chairman of the Mayor’s Com- — 
mittee on Reception, gives the first ad- 
dress of welcome, extending the greet- — 
ings of Mayor Walker, and of the city % 
of New York. “Remember always,” says — 
Mr. Whalen, “that although we cannot 
give you the individual attention th 
~we should so much enjoy doing, New 





'. cloud of depression. 


im 


i 
- 


~ York is always at your service. 
' many opportunities, both of educational 
- and recreational value, and we want you 
"to come to our city often and take ad- 


_ Mr. 
_ Jewelers’ 
3 etings of the jewelers of Canada. 


It holds 


vantage of these opportunities. It is the 


duty of men in business to be optimistic. 
Pessimism has never accomplished any- 
thing.” 

Arthur Lehman of Lehman Bros., ex- | 
tends a welcome on behalf of the Mer- 


Bertram H. Carter 
Carter Advertising Agency 
New York 


chants’ Association of New York. He 
offers encouragement to the jewelegs on 
the -outlook for business in the future. 


“Those who observe reports from all in- 


dustries see a light coming through the 
The chain stores 
have had an improvement in sales since 
the last week in August,” he declares. 
“Gus” Neimeyer, vice-president of the 
Jewelers’ Security Alliance welcomes the 


‘members on. behalf of the manufacturers, 


wholesalers and importers of the metro- 
politan district,: pinch hitting for Harry 
C. Larter, the “Mayor of Maiden Lane.” 
He stresses the importance of a getting 


| \ together to work out the serioys problems 


confronting the jewelry trade: 

William D. McNeil, president of the 
New York State Association, on behalf 
of his organization offers “the thunderous 
welcome of mighty Niagara, the laughing 
welcome of the St. Lawrence, the beckon- 


» ing welcome of the Finger Lakes, the 


luring welcome of the Adirondacks and 


4 of the Catskills, the historical welcome 


of Champlain, Saratoga and Oriskany,” 
F cosing with the words: “in fact, the 


. ‘hundreds of jewelers of the Empire State 
| feceive you with open arms.” 

| 
| politan district 


On behalf of the retailers of the Metro- 
, Emil H. Kohn, president 


| of the Jewelers” Association of New York, 


warmly welcomes the assemblage, speak- 
ing highly of the past accomplishments 
| of the A. N. R. J. A., and warning those 


is present against the formation of any other 


- retail association, 

Edwin F. Lilley, vice-president of the 
A. N. R. J. A., northeastern region, re- 
Sponds and President Frasier introduces 
Bliss of the Canadian National 
Association, who extends the 


Then look who is here—Max Jennings 
of Se Clair, Mich., first president of the 
bN. R. J. A. He describes some of the 





early activities of the organization.’ 
PRESIDENT FRASIER 


President Frasier himself, ladies .and 
gentlemen. “Big Bill”—big hearted, big 
in the interest of the retail jeweler, is 
speaking: He thanks the many organi- 
zations and individuals for their partici- 
pation in the success of the convention. 
He continues: 

“You are assembled here for the bene- 
fit of the industry which for the past 
quarter of a century has been faithfully 
and efficiently represented by our 
National Association, and in the second 
place, you are here to gain ideas and 
inspiration for the better conduct of your 
own individual business, bearing in mind 


the fact that unless the trade succeeds, - 


Photo by Kaiden-Keystone Studios 
David Rosenblum 
Vice-President, Business 
Training Corporation 


there will be no success for you per- 
sonally. 

“The officers of our association have 
spent much effort and energy in bring- 
ing to your attention the importance of 
your confidence and cooperation, without 
which we cannot succeed. The mere pay- 
ing of your dues does not release your 
responsibility in your association and: to 
yourself. ; 

“May I ask you the question, ‘How 
successful would you expect to be if you 
should turn over your business to your 
employees, even though they may be 
entirely efficient, and you never show 
any personal contact or interest?’ I 
predict that such a business would be of 
very short duration. 

“We can only look upon this National 
Association and your State Association 
as we would that of any corporation in 
which we invest our means and unless 
these organizations are operated and con- 
ducted on a thoroughly safe, sound and 
legal basis, we have no right to expect 
the-desired results.” 

He goes on to review the activities of 
the A. N. R. J. A. during the past year, 
speaking particularly about the A. N. R. 
J. A. Bulletin, National legislative matters 
including the reduction of the duty on 
precious stones, the fight against smug- 
gling and the proposed tax of 30 cents 
an ounce on raw silver, the work for 
the Capper-Kelly Bill, the piatinum 
stamping act, international standards for 
quality of various wares in the jewelry 
industry, the fighi against proposed sales 


/ 


‘ 7 ? 





taxes and other evils, the benesies oft t 
National Mutual Jewelers’ Fire I 
ance Co., the National Jewelers’ 
licity Association, the Horological In 
tute of America and the cooperation ¢ 
tended to other associations in the 
dustry. 

“Perhaps the most outuiiaiians and 


valuable service which has been rendered ~ 


our organization this year is the bring- 
ing into effect a research through the 
medium of a questionnaire study of the 
retail jewelry business. under the direc- 
tion of the Department of Commerce. 
“Most assuredly we are never going 
to get anywhere with calamity-howling 
and looking on the dark side of the situa- 
tion. We must be up and doing—spend 
our valuable time in harder efforts to 
produce business instead of consoling our- 


selves with the belief that the other fellow — 


is suffering as bad or worse than we are. 
The past is gone forever and we are not 
the right kind of citizens or tradesmen 
if we fail to take the best advantage 
of the opportunities of the present and 
future,” he added. 

“Our salvation depends upon selling 


merchandise which has quality and repu- 
tation and of known origin, if we are to — 


maintain our standing as jewelers.” 
The appointments, and committee an- 
nouncements are now being read by Mr. 
Lilley. Here they are: 
Nominating committee: Samuel Feld- 
man, chairman, Henry G. Matthews, 
Frank Oldfield, Joseph B. Sylvan and 


Francis H. Sisson 
Vice-President of the Guar- 
antee Trust Co., New York 


Arthur A. Keene. 

Credentials committee: A. W. Ander- 
son, chairman, Louis S. Smith and E. J. 
Palin. 

Resolutions committee: Arthur A. 
Everts, chairman, William D. MeNeil, 
Fred W. Day, O. F. Russow, Wilson A. 
Streeter, Max Jennings, A. C. Hentschel 
and S. A. Kirby. The session adjourts. 


THE CONEY ISLAND TRIP 


We are out of the Hot convention hall. 


The breezes sweeping up the narrows, 
cool us as we leave New York behind for 
the Coney Island trip. The dinner at 


Feltman’s is enjoyed and just in time to — 
avoid a severe thunder shower, we arrive 3 


at Steeplechase Park after an uproarious 


evening of fun-making, the noble Taurus — 





ints tie back, back, back to the Battery 


then—“Home James,” to our respec- : 


© hotels. “Hot Dog”’—What an eve- 


! 


WEDNESDAY 


Francis H. Sissons, vice-president 
Guaranty Trust Co., starts the morning 
ion with an address on “The business 
Outlook.” He shows in brief the causes 
siness depression, pointing out 

‘that cycles of prosperity and slump are in- 
évitable. “The thing for the business 
man to do,” said Mr. Sissons, “is to cast 
vaside ‘hopes and fears, and depend upon 
‘the inevitable upgrade that must come 


t 


B. L. Shinn 
Secretary of the National 
Jewelers’ Board of Trade 


sooner or later. Retailers are bound to 
the economic wheel, and must go down 
and up with its turning. Students of the 
business situation say that the worst. is 
‘over. Retailers can conclude that the bot- 
» tom of this cycle has been’ reached and 
-, -we are slowly turning up again. We have 
* tremendous resources, the banks have 
plenty of money to lend; and with this in 
mind, we can see that it cannot last.” 


CHARLES A. HAMMARSTROM 


Charles A. Hammarstrom, general man- 
ager of Marcus & Co., New York, has for 
his subject, “Empire of Fashion,” which 
he tells us is nothing less than the record 
of man’s interest as expressed in marble, 
in wood, in metal and all manner of 
textures. At one extreme of this Empire 
of Fashion is architecture, at the other 
jewelry, and between these two extremes 

' we have all the varied interests of man— 
the stock marked—Lysistrata, furniture. 
costume. In that Empirg he wishes to 

_see the jewelers take their appropriate 

places as leaders and creators. 
_ By historical illustrations, he shows 
how, up to comparatively recent times, 

‘fashions were set by the King and Queen. 
However, today, all of this is changed. 
Fashions today are made by those who 

‘want the thrill of something new and 
different and who appreciate the social 
and commercial value of. leadership in 
this field. The designer creates the fash- 
i but not until ‘the women of recog- 
‘Rized smartness, that is to say, principally 
the famous Forty, have spoken, does the 

designer know whether his morning 
glory is to be die on the vine or blossom 
forth on Fifth Avenue. 





Fashion, he says, has introduced many 
startling innovations that have made the 
public wonder about them, and have 
caused opposition from the ruling classes. 
In spite of Royal edicts, and in spite of 
legislative enactments, fashion has gone 
its way until replaced by another \idea 
that has captured the imagination of the 
public. 

He points out in particular, the intro- 
duction of the huge horn-shaped hats 
worn in the middle ages and which were 
introduced by Isobeau de Bavier. In 
spite of great opposition, these hats were 
adopted and were increased to such 
tremendous proportions that it was nec- 
essary to,enlarge the doors and raise the 
ceilings so that the ladies could move 
about in safety and comfort. 

He states that jewelry is part of the 
Empire of Fashion and is vitally influ- 
enced by fashion. In selecting jewelry, 
customers consider three things, the wear- 
er, the gown and the jewel, in order that 
the gown and the jewel may form an 
appropriate background for the face and 
enhance the wearer’s personality. 


BERTRAND H. CARTER 


Bertrand H. Carter, of the Carter Ad- 
vertising Agency, now addresses the 


jewelers on the subject of “Make this- 


Man Jewelry Conscious.” Mr. Carter 
is very direct in getting at the vital 
points of his subject. “Windows should 
attract attention. Silverware is very 


“4 look forward to the day when | 
shall see the jeweler dress his win- 
dow with an. evening starched shirt 
with beautiful cufflinks and studs in 
the shirt; when | shall see the 
jeweler use the same methods which 

‘the haberdasher uses to display 
jewelry that the jeweler should be 
selling instead.” 


pretty, but when you limit your back- 
grounds to black velvet, you get a funere- 
al effect. How can a- window draped in 


black compete in attention getting with : 


the haberdasher next door whose display 
is filled with red neckties and alluring 
colors which catch the eye. - 


“There’s a lot of business going past - 


your store into the department store and 
the haberdashers. It belong to you. 
“A window is supposed to create inter- 
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est and attract attention. Most windows 
hever attract attention. You have the 
monotony of silver against black. It has 
net the attraction value of your next 
door neighbor—the haberdasher. You 
don’t put enough color into your windows. 
You don’t put anything in that appeals to 
the eye, as a rule. You have to fight 
the other fellow’s window. 

“You don’t create action. I haven't 
been ina jewelry store for a year and a 
half. I represent millions who only go 
to you to correct the time.’ I represent 
a market. We are going right past your \ 
store as we would pass an undertaker. 

“If you could talk ensemble. If you 


P. J. Coffey 
President of the National 
Jewelers’ Publicity Associa- 

tion 


could talk harmony—that’s great stuff. 
I have never heard a jeweler say that in 
my life. I have ever had a jeweler 


1. make a suggestion to me as to what to 


buy as a gift. I have been in some of 
the best towns of the United States and 


~I have been in some jewelry stores. 


“It shows that there is a great oppor- 
tunity to do something. My first request 
is for you to forget you are jewelers. Put 
yourself down.as a haberdasher or fruit 
dealer, that you must sell something to- 
day. That today’s sales must be better 
than yesterday’s. 

“The human mind is very fitkle. You 
have got to be building up. Keeping 
after them with ideas. After all is said 
and done, it used to be said that it takes 
money to get money. Nowadays it takes 
ideas to make money. If you can take 
ideas you will make money. 

“There are organizations that are 
spending hundreds of thousands of dollars 
a year trying to stimulate business in 
watches—suggesting wearing the correct 
watch for the occasion. No man has 


‘suggested buying more than one watch. 


“I firmly believe within the next five 
years I. am going to see a window of 
some aggressive and progressive jeweler 
with a stiff-bosomed shirt on a form qis- 
playing cuff links! and a waistcoat over 
that shirt displaying a watch chain. Dis- 
playimg merchandise just as the haber- 
dasher displays jewelry. 

B. L. SHINN 


B. L. Shinn, secretary of the National — 
Jewelers Board of Trade is now speak- ~ 





| ing on the importance of credits. He 
says: ; 
“To urge the present day net 

man to consider the importance of 
credit, seems at first blush as absurd 
as to the average man to take 
care of health. But where you 
find one man neglecting his health 
foday, you find three paying no at- 
tention to their credit standing. It 
is literally astounding the number in 
our industry who take the position - 
that they do not care what their 
credit rating is, overlooking entirely 
the fact that a credif rating is 
merely a symbol notation as to a 
dealer's reputation.” 


Mr. Shinn goes on to explain the ele- 
ments which go to make up a man’s 
credit, namely, (1) capital invested, (2) 
ability and prospects, and (3) honesty 
and dntegrity. “Each of these is of im- 
portance,” he states, “as contributing to- 
ward ultimate success but the moral 
factor—honesty and integrity—is the most 
important.” He draws a comparison with 
the tripod and its three supports, pointing 
out that “As one weak leg of.a tripod 
affects its stability so one weak credit 
factor may, cause the collapse of a busi- 
ness. Many a venture has come to grief 
because it was inadequately financed in 
the beginning, or for the reason that ex- 
pansion was too rapid in proportion to 
available capital. Numerous properly 
financed enterprises have ended in fail- 
ure because of poor management, unsuit- 
able location or excessive overhead. In- 
attention to the prompt payment of obliga- 
tions, failure to adhere to agreed terms 
and carelessness have caused the wreck 
of more businesses\than has outright dis- 
honesty.” 

Mr. Shinn next tells the jewelers how 
his Board operates in its credit investiga- 
tions and how each of the credit factors 
above mentioned are given consideration 
in assigning ratings to firms and indi- 
viduals. He stresses the point that to be 
known as a good moral risk means much 
to any business man, and pointed out how 
it, may act as insurance against disaster 
when “hard times” come. He also urged 
a greater degree of cooperation between 
retailers and wholesalers. 

“We hear it said every day—“But I get 
more credit now than I need. I don't 
care what [ am rated.’ The time may 
come with anyone when the need for all 
the credit he can secure is imperative— 
when it means the difference between 
loss of years of effort and the chance to 
work out of a present crisis through hav- 
ing a helping hand extended. In such in- 
stances an established credit reputation 
is the one best asset.” ’ 


PAUL H. NYSTROM 


Professor Paul H. Nystrom, School of 
Business, Columbia University, is now 
talking: 

“No merchandise of any kind for con- 
sumer use can successfully be sold unless 
satisfactory in design and in appeal to 
consumer tastes as well as in quality of 
material, workmanship, utility and Price. 
Other things being equal, design is the 
_ deciding factor in consumer ch ice. 





“Consumer tastes tend to favor a lim- 
ited number of designs or styles. Only 
such designs as fall within current stand- 
ards of taste are desited. Mass expres- 
sion in taste is continually changing, 
sometimes slowly, in other cases rapidly. 

“Tllustrations of the tendencies of con- 
sumer demand to express itself in a mass 
way for a limited number of styles and 
in continual change, may be found in 
every industry and in none moreso than 
in the jewelry industry. Failure to dis- 
cover the current requirements of con- 
sumers in time and to make adjustments 
for the changes going on in these require- 
ments, have resulted in numberless busi- 
ness tragedies. 

“A style is any distinctive design, crea- 
tion, or mode of expression within the 
field of any art. A fashion is a style 
that is accepted by the public. 

“At any given time, while there are 
hundreds of styles, there are but a few 
fashions. There are hundreds of styles 
of necklaces, but during any season, 
hardly more than a half-dozen ever be- 
come important fashions. 


“The object of business, whether 
manufacturing or distributing, is to 
determine what the prevailing stand- 
ards of taste are, and to plan for a 
future of change in taste. There are 
no fixed or pegged ‘points in con- 
sumer taste. , 


“The significance of style and of fash- 
ion to business will now be obvious. Pro- 
duction and sales volume is possible only 
in fashions. Styles that are not in fash- 
ion mean nothing !fr6m a commercial 
standpoint. They may be of interest to 
the antiquarian, the collector, the museum, 
or the artist, but they are nil as far as 
the average consumer is concerned and 
therefore offer no important business op- 
portunities. 

The object of business is to discover as 
accurately as possible what the fashions 
are and to provide the merchandise that 
is in fashion. This would not be so dif- 
ficult if consumer taste did not change, 
but it must be kept in mind that it is 
constantly changing. Therefore it is 
necessary .not only to determine what the 
current fashions are but also what the 
trends of these fashions are, whether 
rising or declining. Merchandising con- 
sists in adjusting purchases, stocks and 
sales methods to these moving,trends of 


‘taste and demand.” 


Wednesday Afternoon 


Emil J. Scheer, Rochester, N. Y., chair- 
man of the silverware committee, begins 
the afternoon’ session with his report. 
He says: 

“Manufacturers must distribute their 
wares through legitimate jewelry stores 
and it is up to the retailer to feature 
lines the manufacturers of. which give 
him protection.” 

Mr. Scheer calls on Claudius G. Pen- 
dill of the Towle Mfg. Co., to explain 
about the activities of the Silversmiths’ 
Guild in its investigation as to whether 





‘jewelers wish to charge for engrav 


Mr. Pendill tells the jewelers he had 
been working eight months on this prob- 
lem and had received letters showing that 
80 per cent of the jewelers wish to nigh 
a charge. | 

He displays three cards to be cuppieds 
to jewelers outlining the proposed cost of 
the engraving. “This is not a result of — 
my own ideas,” said Mr. Pendill, “but 
a compilation and coordination of the 
thoughts of hundreds of jewelers.” That 
such a charge can be put into effect suc 
cessfully, Was brought out by Myron 
Everts, of Dallas, Tex., who has been 
making charges for engraving in his store 
for the past eight years. 


MADAME HAMILTON JEFFRIES 


Madame ‘Hamilton Jeffries, fashion 
editor of THE JEWELERS’ CIRCULAR, is 
now speaking. She is giving the jewelers 
hints on merchandising through a knowl- 
edge of trends in style. 
the changes in styles you must go back, 
to fundamentals. What is the cause of 
style changes? ‘Today we are going; to 
periods in jewelry. Instead of develop- 
ing the style of last year we have ae 
back to Napoleonic era. 

“Styles here in the United States are 
introduced more by an individual ex- 
pression than by the concentrated effort 
of a group. France, a merchandising ~ 
nation, starts fashions through concerted - 
effort, and is. able to direct the trends. 
Competitors and business enemies all get 
together and plan for mutual benefit, and 
the result is that Paris sets the styles. 

“Tell your clerks about the style 
trends.” : 

No Credit Selling for Him 

Applause for Joba D. Enright, presi- 
dent of; the Pennsylvania Association, 
with his subject “Selliig. Jewelry for” 
Cash.” Here’s what he considers to be 


“Eighty-five per cent of the selling, 
is in the hands of the clerks. Give 
them the information necessary for 
the intelligent merchandising of — 
jewelry.” 


the weaknesses of instalment selling, of- ‘— 
fering several instances of personal ex- 
perience. 

“One day a man came into my store | 
and presented a repair check for mer-_ 
chdndise. It developed that he was a 
collector for an instalment house. He 
told me that he collected from eight to 10 
articles of merchandise daily upon which 
payments had been ‘defaulted. In addi- 
tion to this, I discovered that there were 
two other men employed by the same con- — 
cern in a similar capacity. Do I want to 
go into the credit business ... ? 2 

“Another instance: A young woman ~ 
who is an acquaintance of mine recently 
told me that she would not accept ‘the. 
gift of a ring unless she first saw the re- — 
ceipted bill. ; ; 

“When I asked her why, she said, that 
a young man had given her a watch at 
one time, and soon after, she was con- 
fronted in her place of employment by 
a collector who publicly forced her to 





“To understand 


up the watch because her admirer 

fallen down on the payments. Do 
‘want to go into the credit business 
od 


“Sell ici on Credit Terms,” He Says 


“Selling jewelry on Credit Terms” is an 
ress aimed to show the advantages 


John Enright 
President of the Pennsyl- 
vania Retail Jewelers’ Asso- 

ciation 


the instalment plan by Morris Geller, 
) editor of the Modern Jeweler. <A point 
he stresses is that the majority of people 
‘are of the class making less than $5,000 
per year. “Two. young people desire 
to enter upon the adventure of matri- 
mony, but are unable to do so because 
they can’t afford an engagement ring. 
Have we jewelers any right to deprive 
them of the right to get married?” 
Mr. Geller outlines general!y ‘the meth- 
‘ods of merchandising, advertising and 
re policy of credit bsuses. In closing he 
remarks: “Let us remember that we are 
in business for «ollars and cents. As I 
thave said, we have made countless mis- 
takes, but ‘this was necessary to develop 
r business methods up to the scientific 
basis ‘upon which they rest today.” 
fd 


Says Bertram H. Carter 


_ “There are 200,000 male birthdays 
every day in the year. | have never 
seen a sign or suggestion of gifts 
for them. Why can’t the jeweler do 

- something for Mother’s day and 
i Father's day? That’s very reason- 
able. Not to go the extreme but 
take on a little of the atmosphere 
_ of the gift shop. Don’t ever change 
your jewelers’ atmosphere but take 
on a little more of the gift shop. To 
make men jewelry conscious is a big 
job. There is only one way to do it 
and that is by a combined effort by 
everybody. You can do many things. 
If you will put more showmanship 
‘into your work and into your dis- 
plays you will accomplish a great 
‘deal. Go after the other fellow—he 
is getting too much of your business.” 


; * Wednesday Evening 
Back in the convention hall to hear the 





Retail Jewelry Questionnaire Survey, the 
Capper-Kelly bill and cooperation with 
the National Jewelers Publicity Associa- 
tion and other trade bodies. “Recent re- 
ports,” says Secretary Evans, “justify the 
prdiction that the fall and holiday season 
will show decided gains in business.” 


ARTHUR A. EVERTS 


Arthur A. Everts, Dallas, Tex., now 
on the firing line shooting across some 
hot shots. Here go the fireworks—re- 
freshing, snappy, alive with interest. 

A handsome, artistic scarf pin and a 
Waldemer watch chain will make a pie- 
faced. man look like a real fellow—40 
years. younger—and a four-caret dia- 
mond engagement ring and a diamond 
bracelet will make most any girl forget 
that her sweetheart is as homely as ‘sin, 
because expensive diamonds are like a 
life’s blood sacrifice offered at the altar 
of -her heart. 


“Buy often in small quantities. 
Pay cash!” 

“If you sell on time, collect on 
Time.” 

“Watch your windows or they 
will lie about you. Change one 
every day. Make ’em talk.” 

“Pay money to educate your sales- 
people.” 

“Watch every item of expense.” 

“Eliminate stic!c;s—ingist that 
your salespeople reach for a good 
value sticker in place of a seller— 
Pon’t litter up the store with old 
merchandise.” 


P. J. COFFEY 


The illustrated lectufe Diamonds and 
Diamond Mining is now being given 
P. J. Coffey, president of the National 
Jewelers Publicity Association, you all 
know him. His lecture is full of interest. 
And so ends another convention session. 


THURSDAY 


Arthur J. Derbyshire, Utica, N. Y., 
says that “leadership is the ability to 
put_ the microscopic eye on, your own 
business, but you must also have outside 
vision and. mix with other retailers in 
your community.” 


JOHN: GUERNSEY ° 


John Guernsey, of the Bureau of the 
Census, Washington, D. C., says: 

“The simplest and most permanent 
way to sell more jewelry is to make it 
the fashion to wear personal jewelry. 
How are we going to make it the 
fashion? There is only one way, and 
that is to mix the ingredients together 
which produce fashion. 


“Women will conform to fashion to 


the extent of their ability, when they and 
their friends are conscious of what is or 
is not fashion. . . . Women are bringing 
into your stores their. most precious pos- 
session: their wedding rings to have them 
made over to conform to the fashion. 
They would be equally eager: to have 
valuable costume jewelry made over if 
they were conscious of an \actual ac- 
cepted fashion in costume -and ensemble 
jewelry. / 

“Offer the public what they want; 


-when they want it, at the price they think 





— 


they want to pay. Make the appeal to 
women.” 


THURSDAY AFTERNOON 


The afternoon session begins with an 
address by the Hon. Clyde Kelly on the 
“Capper-Kelley Fair Trade Bill.” He is 
followed by H. C. Dunn, Chief of the 
Domestic Commerce Division, Depart- 
ment of Commerce, Washington, D. C. 


H. C. DUNN 


“About 6200 ‘stores throughout the 
country received questionnaires and re- 
turns have been received from nearly 
1800 stores. Generally speaking, the at- 
titude of jewelers throughout the country 
at large has been distinctly a cooperative 
one. To many of you this may seem to 
be a small percentage of returns. How- 
ever, experience shows that in a study 

_ of this kind where the questionnaire is 


long and difficult, a 15 per cent réturn 


is considered good. Forty-six states and 
the District of Columbia are represented 
in the preliminary group,” he says 

David Rosenblum is the next speaker, 
with “It-Takes Better Selling Today” as 
his topic. Mr. Rosenblum is vice-presi- 
dent of the Business Training Corp., New 
York. , 


Madame Hamilton Jeffries 
Fashion Editor of , 
The Jewelers’ Circular 


THE BANQUET 


Jewelers—jewelers—jewelers, and their 
sisters, cousins and aunts, wives and 
sweethearts, to the number of 775 strong, 
are in the grand dining room enjoy- 
ing a veritable saturnalia of fun, food 
_and frolic. Broiled blue fish, with a 
couple of Water Nymphs with stream- 
lines by Brahms—to say nothing of the 
chicken sauté. ... American Bomb cakes, 
café and the ‘Marian Choir all mixed in 
to make a glorious evening. The music 
is beautiful, the ladies more so, and the 
food—perfect!—Paper caps and stream- 
ers, toy balloons, and what have you? 


“Big Bill” leads the grand march which . 


parades slowly down the aisle to the ac- 
companiment of a_blare of trumpets. 
The Marian Choir takes its final bow, 
two highlanders fling themselves out of 
the dining room, with “Big Bill” and his 
following in the wake: Up to the grand 
ball room and out on to the glassy floor 
where all foot it neatly until Mayor 
Walker’s Curfew (milkwagons) sounds 


taps. 
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William Trufant Foster 
Economist and Lecturer, 
Boston, Mass. 


Spend More for Luxuries to Revive 
Business, Says Dr. Foster 


Extract from address of Dr. William T. Foster, 
director of the Pollak Foundation for Economic 
Research, before the convention of the Ameri- 
can National Retail Jewelers Association, on 
Thursday morning, Sept... 18. 


The well-to-do can help us out of 
thg present business depression by 
spending more money immediately 
for so-called luxury. 

If people as a whole spend too lit- 
tle—which is the same thing as say- 
ing that they save too much—they 
defeat the object of saving. That 
is what the people of the U. S. have 
been doing all this year. Right now, 
large income receivers are trying to 
save ‘more money than this country 
as a whole can possibly save to any 
advantage. For saved money is of 
no use to the country as a whole 
until it is invested. 


But it is useless to invest money in 
more mills, mines and machines than the 
country can use; and the country already 
has more than the country can use with- 
out increased consumer spending. Once 
any nation has piled up larger savings in 
the form of capital facilities than the 
nation can operate, there is virtually no 
way in which it can save anything more 
that is worth saving. It can merely ac- 


| — cumulate more idle capital facilities. A 


, wise thing to do is to buy more jewelry. 
. And, paradoxical as it sounds to most 


people, that is also a thriftier thing to do. 

How much a country can save to any 
advantage depends on how much a coun- 
try spends. Yet on every hand we hear 


'-the complaint that the people are wasting 


their substance in riotous buying of luxu- 
ries. 

Finding fault with people for buying 
“luxuries” is ridiculous. No sooner do 
we arrive at a new definition of “luxury” 
than' mass production makes it obsolete. 
We used to think that any business which 
dealt with the “necessities” of life—food, 
clothing, housing, for example—was for 
that reason on.a firm foundation. And 


any business which dealt with “luxuries” ’ 


seemed to be trying to get a footing on 
shifting sands. But in the past twelve 
months the people of the United States 


_ have spent for pleasure motoring at least 


four billion dollars. For other “luxuries” 


that did not exist a generation ago— 





sound and motion pictures, phonographs, 
radios, airplanes—they have spent, during 
the past year, no less than three billion 
dollars. And these seven billions were 
what'they had left over after having 
spent another seven billions on candy, 
chewing gum, tobacco, travel, night clubs, 
vaudeville shows, and other “entertain- 
ing” that by no stretch of imagination 
could be called a “necessity,” even if it 
could be called entertaining. 

In short, the people of this country are 
spending billions for things which cannot 
possibly bring such durable satisfactions 
as the better kinds of jewelry. Beauty is 
a necessity. Chewing gum is not—even 
though the flavor lasts an hour. 

In the past, people who can well afford 
fine jewelry have refrained from buying 
in times of business depression. But they 
can no longer feel that way except 
through ignorance. We know far more 
than we used to know about the causes 
of hard times. We know that thrift can 
be very wasteful. Right now the self- 
denial of wealthy people is keeping many 
poor fellows out of work. For the public 
good, a period of business depression is 
exactly the time to buy “luxuries” freely. 

We must not waste this country’s sub- 
stance on riotous savings. 


Convention Buying Indicates 
Forward Trend 


Confidence in business was forcefully 
expressed at the convention with the ap- 
pearance of some powerful operators in 
the retail jewelry trade, who were re- 
ported as having placed orders for busi- 
ness which is anticipated to have an up- 
turn shortly. 

Many exhibitors were elated over the 
orders* placed, and particularly those who 
are dealing in the more _ expensive 
articles. One large firm selling an article 
in the popular priced field announced 
that a new item introduced at this show 
had been placed with 80 new accounts. 
Other optimistic statements: were made 
by firms showing new merchandise. 

W. W. Schwab, of J..R. Wood & Sons) 
reported business much improved over 
that of the convention of a ‘year ago. 
The volume showed a marked gain 
throughout the week, it was said. 

W. B. Ogush, of Katz & Ogush, com- 
mented on the number of leading jewelers 
who were here to look as well as buy. 
Business at the convention, it was an- 
nounced, was more than satisfactory. 

Walter Lampl seemed to be occupied 
every moment, as was his busy brother. 
Mr. Lampl reported excellent buying with 
a large demand for jade and other semi- 
precious stone jewelry. 

Others who were not so fortunate in 
singing actual business were high in their 
praise over the contacts made with new 
accounts and the opportunities offered in 
showing lines to those who would not 
have otherwise seen them. 

The convention exhibits were staged 
in businesslike fashion and accepted by 
the . visiting jewelers with interest. It 
offered.a business gesture that found in 
its wake encouragement over the future 
trend in trade. 





The pkee off Jewels _ 


- The Pageant of Jewels staged by ; 
National Jewelers’ Publicity Association — 
in cooperation with the Jewelers’ Asso- 
ciation of New York in the grand ball- 
room of the Hotel Commodore, on Fri- 
day, Sept. 19, was a gorgeous affair in 
every way and a fitting climax to a suc> 
cessful convention. ‘ 

Come to the pageant. Here we are in 
the grand -ballroom and here are the © 
models, 22 of them. dressed te represent — ef a 
countries from which the different gems — ¥ 
are obtained. 

Here is the order as the models ap- 
peared on the stage. 


Jewels of the Old and the New 


Finale—Presenting Soo Yong in interpreta 
of the Orient 

The show is given twice, once ed 
ginning at 10.30 in the morning and 
again at 2 o’clock in the afternoon. A 
large delegation of Pinkerton men and 
police guard the ballroom during the 
show. Jewels valued at well over $5,- — 
000,000 are worn by the models. The 
attendance—the largest in the history of — 
the association—the show, the best. John 
Drake, the executive secretary, is, in © 
charge of the pageant. Moving pictures, 
talking pictures and still photographs are 
taken of the models. It is a big af- 
fair, staged in a big way and will help © 
make the public jewelry conscious: 

The appointments are by courtesy of 
the jewelers of New York, who furnish 
the jewels, Bonwit-Teller & Co., costumes 
and accessories and the Brooks Costume 
Co., the native costumes. Flora W. Hoff- 
mann, style consultant, describes the 
jewels and gowns as the models ap- — 
peared. 


Universal Snapfit Crystal Co., Inc., 
’ Entertains Material Dealers 


The Universal - Snapfit Crystal Co., — 
Inc., North Arlington, N. J., gave an in- 
formal dinner to members of various ma- 
terial houses, Thursday evening, on the — 
roof garden of the Hotel Pennsylvania, 
at which time they announced their new 
Universal Precision Crystal Cutting Ma- 
chine. 

Samuel Klenger, president of the firm, 
gave a demonstration of the perfect fit- 
ting of unbreakable crystals by the new 
machine. 





- of business friendliness .. . 


So These Are the Exhibits! 


‘ 


HE exhibition hall . . . erdwds, ac- 
tivity, jewelers, salesmen, the trade 
complete. . . . Impressive is the Interna- 
‘tional Silver Co.’s display. . , black, red 
_and silver modernistic fixture is back- 
' ground for 15 factories product to be dis- 
play... . Katz & Ogush . . . shades of 
Benvenuto Cellini—a sculpture modeling 
a behemoth ring design in wax... well 
if it isn’t none other than New York’s 
perpetual welcoming chairman Grover 
Whalen . . . fascinated with performance 
‘ . B. Ogush giving Grover a per- 
conducted lecture on this wax 
. diamonds no end... I 
/ wish those rough looking detectives 
would stop following me... stop push- 
ing lady . . . ouch! what a look she gave 
me... Oneida Community . .. a flash 
of silver chests, trays . . . and of all 
things . . . the new grill knife . . . don’t 
be stupid .. . it’s the new food weapon 
with the stunted blade . . . jewelers be- 
come educators in the new knife tech- 
nique . . . additional sales possibilities 
". «| what book racks with nursery rhymes 
"... no, no... baby sets . . “the spoon, 
cup and knife: fork ‘and spoon set. 
_ Nothing less than an entire room for 
J. R. Wood & Sons, Inc . . . what a show 
... what a show... gothic shaped dis- 
_ play cases . . . blue felt background adds 
allurement .. . that forceful personality 
W. W. Schwab... ah there, Mr. Schwab 
... what a mob... all to witness the 
Epmnese wedding . . . great people these 
. .. a broadcast otentam and entertain- 
ment, for the vistors . .. tomorrow another 
event sea at always as hot in New 
Yorkin September . . . the usual fast 
‘one about, haven’t experienced this kind 
of weather in . . . you’ve heard it before 
. . . the entertainment is good, so what 
do we care. . 
Walter Lampl busy with customers 
. display of rough to finished stones 
‘ captures attention. ... Walter whisper- 
ing the exquisiteness of Imperial jade 
. . - what an education . .. a beautiful 
_ display case of lovely pieces . . . busi- 
hess is good... sez he... sez he.... 
Waltham Watch Co... . large and 
small American watches . . . Jack Kel- 
sey dripping with perspiration from 
an enthusiastic demonstration about the 
giant timepiece... there’s a fine spirit 
George and 
Fred Gruen’ inspecting the exhibit .. . 
- platinum from Russia . . . ingots, nuggets 
and an 1828 ruble made of platinum Oe 
Sidney and Adolph: Cohn explaining 
‘process, of this precious metal with tire- 
less enthusiasm .'\. . jewelers crowded be- 
ore case of exceptional educational ex- 


» hibit of Sigmund Cohn, platinum... . 


Edward L. Stern & Brother, Inc... 
Tavannes watches . . . and the merry- 
go-round of time revealing the hour in 
“every nook of the world . . . and little 
intriguing figures representative of each 
country ... a new number the one-door 
Tavanne traveling clock . . .. Baker & 
*Co., Inc . . . Palladium, whiter than 
white gold and stays white, says an alert 
executive in charge . . . there pushing in 

to see one of the largest platinum 





- 


‘movement holder .. . 


;yes, any watch says A. C. Martin, an ~ 


| turquoise... . 


huggets in captivity . . . jewelry made 
from Palladium. .. . 

Whiting & Davis Co. . . . mesh bags 
with cleverness ... . designed for fem- 
inine appeal . . . the new line, says Gene 
Manchester, has jeweler acceptance .. . 
here it is . . . compacts designed either 
center or corner on outside of bag... . 


Katz & Ogush, Inc., furnished the 
jewels worn by Madame Hamilton 
Jeffries when she appeared on the 
speakers’ platform at the Wednes- 
day afternoon convention session. A 
diamond clip, and slender diamond 
necklace and a diamond bracelet 
completed the jewel ensemble to 
enhance her gown of black crepe 
‘. trimmed in white. 


A Wittnauer Co. . . . with display 
brought from Paris . . . famous aviators 
pictures with endorsements of Longines 

. J..P. V. Heinmuller explains renowned 
antique watch display . . . Robespierres 
watch . }. The Ingersoll-Waterbury Co. 

. the dollar celebrates .;. . the watch 
that made it famous stages a revival after 
14 years ... men must get fashion minded 

. Gemex Co. exhibits elaborate review 
of watch attachments . . . C. J. Schriever 
reports) jewelers recognize the rush to 
the wrist of the watch attachment fash- 
ion . . . The Rosenthal China Corpora- 
tion . . ./plates and china services that 
make eating something to write home 
about . . . plates that furnish conversa- 
tion for feminine sex ad infinitum . . 
S. Hirsch knows his jewelers ... and they 
sell at a profit... Henry Freund & 
Brother . . . have a mirror or a watch 
Jules Jurgensen 
watches, gorgeous designs . . 
pleased with jeweler response ... new 
faces ... new accounts Germanow-Simon 
Machine Co. . . . and those baby displays 
—have been hammering those crystals 
for two days without results . . . Edmond- 
son Wafrtin, Inc. . . . Ebony glass with 
silver deposit . ... 
bottles in which/to put some what-cha- 
macallit . . . I’m hot and thirsty ... 
Richelieu Pearls . . . certainly saved a 
lot of work for the poor oyster. Not gen- 
uine pearls but. ... S, Nathan & Son 
insist we guess the number of stones in 
the bottle . . . an exhibit of what the 
poor oyster thinks about when he’s busy 
pearling. ... 

Anniversary Pearl Co. ... am I dumb 
... am I dumb—Sam H. Maybaum ... 
why that’s a $20,000 necklace. . . Stand- 
ard Dial Machine & Supply Co... . 
a machine that increases business possi- 
bilities . . . it redials any watch... 


executive. . . . Mabie-Todd & Co... . 
now fountain pens go modernistic . . . 
the Swan pen in your choice color .. . 
coral or green . . . Seth Thomas showing 
14 new electric clock models . . . exclusive 
jeweler distribution . . . here’s more sell- 
ing* opportunities . . . Vartanian & Sons 
features antique gold filigree in lapis, 
Chas. Gold & Bros... . 
exquisite compacts, cigarette cases . . 


v 


I. Alsberg | 


a new line of fancy. 





Here’s a new thought . 
chandising in this idea . . . The Weid- 
lich Bros. Mfg. Co. built /a- line for 
trophy purposes ... and guess what .. . 
fore . . . miniature golf . . . Pedrara 
marble clocks . . . 
sells °em ... the modernistic motif . 
with Waltham movements. .. 
& Wolly . .. with the new champagne 


color for diamond display background — 
. Coty perfumes ~ 

. vaporized jewel- 7 

. why not in a jewelry store? | 


. L. Luria & Son. . 
the new expression . 
) Ae 
: William L. Gilbert Clock Co. ... 
an » Goeheutes of banjo clocks . . . strum- 
ming a tinkling tune of profits for jewel- 
ers - Associated Silver Co. . the 
tarvish proof silver container. ... 

It requires an entire room to display 
the Elgin National Watch Co.’s line . . 


here’s an announcement of the new radio | 
. more times than Amos & 
seven times a week and twice ~~ 

and the new bakelite ~ 
. and of all things... 


broadcast . . 
Andy... 
on Friday . 
display box . . 
check, your watch with the chronometer 
checked direct from the Elgin observa- 
tory via phone . . °. Wolfsheim & Sachs 
. jewelry displays that enhance the 
beauty of gems. 
Hall Clock Co. 
floor and mantel clocks . . 
and W. J. Nickels enthusiastic over elec- 
trical timing . . . L. E. Waterman Co. 


ostrich feathers the decorative + 


.\. alert mer- ~ 


i 
Se 


Morris S. Rosenberg 


Jersemann — } 


. The Herschede ay 
. gone electrically in ~ 
_R. E. Wilkes © 


scheme for promoting “Lady Patricia” % 


. . . if you don’t know, she’s a pen. . . 
ding, dong, ding, ding, dong, ding. . . 
B-U-L-O-V-A it is exactly . 
your own comyuanty ; 
displayed . . 
tional idea . . . Schicksnaps ... . a great 
display, a fine slogan, the heart of all © 
good necklaces . . . Milton Jewelry Co. — 
. replica reproductions i 
heim Bros. . step up and select your 
American watches . . 
Danish pewter chowlae patterns © 

just off the boat from Copenhagen. . . 
Wefferling, Berry, Wallraff . 


. write 4 
. not a’ watch ~ 
‘ Bulova selling a promo- ~ 


. Freuden- ’ 


. E. Tornoe Co. : 


. a feast, > 


for the\joiner with emblems that are bet- 


ter and\finer emblems . . 
tric clocks ... 


. Kienzle Elee- 4 
I. Ollendorff Co... ~~ 


more watches, no time like the present © 


. Philip Reiter . 
“earlines” . . . an ornament’that drapes ~ 
across the ear ... Morell & Co. 

Well, well our old friend Big Ben 

. Western Clock Co. 
alarmed over business 
Fonyo .. . Corbett & Bertolone . 
diamond watch ‘attachments . . 
Bros. . . . business of selling Manning, 
Hownan & Co. motor clocks . . 
stein-Woronock & Sons, Inc. .. . 
mond watches ... 14 karat gold move- 
ments . . . watch jewels of diamonds. .. « 
The Mazer Trading Co., Inc.... 


Lazar & 


Helbros Watches .. . 
Inc., and Conover & Quayle. . 
Schmukler .. . 


. a new idea © 


. never © 


a 


_ Korones 7 


. Aisen- 
dine | be 


. fancy © iq 


¥ 


\ 


. J. ie 4 
telling just how good the © 


new Westinghouse Electric. Clock really — 


is . . . Lieberman Bros, 
Sydney & H. Silver .. : A. Cohn &§ 
—and so to bed. 


+» and M. Je: 


stretch- — 
ing rings with an efficient instrument. ..- e 
and S. Langsdorf,, ~ 





